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(COMMERCIAL MURALS) 


FOR YOUR VICTORY WINDOWS 


Important messages must be told in interesting fashion to fit your type of store. These are all 
designed to help people visualize important facts. They also decorate and add color so important 
to morale on the home front. Let’s not get drab and down in the dumps — keep up the fight. 











range Gesengeee Walt Disn remlins are doing a big job in drama- 
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, oa nn ante SFE week. tizing facts in movies, magazines, papers, etc. They 











can be used to tell and decorate in your store. 


“SELF - SELECTION” 


planning library—contains hundreds of 


ideas and designs—write for information 





“On Guard" eagle design 
30x90” in Comura. 6 oil 
colors, sculptured effect. 
$4.75 each. 15x90" Comura “On Guard" 
6 beautiful colors $3.75 each 

in stock — ready. 
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THE COVER OUR NEXT ISSUE I943 


Noted for his outstanding displays, Joe In these days of diverse happenings in the display "Display must take an important part in 
E. Vent, Rike-Kumler Company, Dayton, field it is more important than ever before that you making it possible for customers to serve them- 
Ohio, has always made it a practice to keep posted on the latest developments—developments 
see ie great deal of attention to the store that affect you and your work. Just as this issue brings 
interior. An example of this is seen in the you developments on self-selection display (pages 6, 

‘ ¥ 7, 18), the status of the War Manpower Commission's : “joan sighed : 
Easter setting illustrated on the cover. proposal to reclassify 3-A displaymen (page 36), and comprehensive in its descriptive import to 
Seven children's mannequins are used, the effect of the War Production Board's ban on paper enable the customer to be his own salesman. 
flanked by large sprays of Easter lilies, for artificial flowers (page 5), so will the next issue Merely putting the goods on the counter isn't 
tulips and jonquils. Similar settings ap- keep you informed on these and similar matters... . | enough."—Charles B. Dulcan, Sr., Vice-Presi- 
peared throughout the entire store. Plus the regular features, of course. dent, The Hecht Company, Washington, D. C. 


selves. Display must study the value of the 
sign card today. It must sell the goods. It 
must give factual information. It must be 











by the Mary Brosnan studios ~ styled for a dramatic change to exquisitely fem- 


inine clothes. Gardenia or rose petal finish. Photographs and details on request. 
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BISHOP VICTORY DISPLAYS 


. . . produced in cooperation with War Savings Staff of U. S. Treasury 
Department, Office of War Information and Victory Display Committee for 


RETAILERS WAR CAMPAIGNS 


during MARCH-APRIL, 1943 


* 





The more War Stamps you Sow, - 
» The more War Bonds you “i ; 


yy 


* RAISE SOME FOOD Im THAT ws ae cae ion ad 
MARCH '43 MONTH LONG PROMOTION APRIL °43 MONTH LONG PROMOTION 
““A Stamp a Day” “Victory Home Gardens” 


Specifications (V43-34) Victory Displays: Each set includes two 59" x 42'' displays, as illus- 
trated above. Both displays screen processed in several attractive colors on one side of 
100 pt. seasoned cardboard. Price f.o.b. Chicago (without stands). .$12.40 per 2-card set. 


ALSO AVAILABLE NOW .. . ee or pe ee 
A NEW VICTORY DISPLAY STAND or for steniies ou 40 oe | TTT 
umn Stands or the new, per- i 


manent Victory Display Stand 
may be used. 


| 

| 
The Column Stands are die- | 
cut from cardboard and in- | 
clude 56'' woodstrips for stiff- 
ening the display. (One Col- 
umn Stand holds one display.] iM 
The Victory Display Stand is I 
made of wood ond is lac- 
quered white with blue deco- ) 


rations. (Holds one or two 
displays.) 40" Column Stand 


ingen on ve PRICES * 


f.o.b. Chicago BUY WAR BONDS 
(V43-34) Victory Displays AND STAMPS 
$12.40 per 2-card set 


(CW-43) 40" Column Stand 
with 56" Woodstrips, 95¢ each 


Victory Display Stand 
$24.50 each 


VICTORY DISPLAY STAND Pg lnc nan 


A FIGHTING SHIP 


u. $. WAR BONDS AND STAMPS 


HELP SPONSOR 
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Paper Flower Manufacture Banned 


. . » No Decision Yet On Appeal From WPB's Order . . . 


The War Production Board has prohibited 
the manufacture of paper artificial flowers 
as of February 15. Covered by Order 
M-24l-a—an order, incidentally, liberally 
sprinkled with confusing typographical er- 
rors and whose provisions seem capable of 
many interpretations—the act has caused 
considerable concern among display firms 
which have been large producers of paper 
flowers for the trade. 

An appeal from the order has been filed 
with the War Production Board by flower 
manufacturers of the East and middle West, 
but as this is written there has been no 
action taken by the WPB either for relief 
or to reject the appeal. 

Only one firm has indicated that it may 
suspend operations for the duration because 
of the order unless relief is secured. Others 
say they will continue as before, using cloth 
instead of paper for their line of floral dec- 
orations. This of course would mean a stiff 
jump in the cost to the displayman on such 
items, various factors predicting increases 
ranging from 10 to 25 per cent over the 
prices now prevalent on paper flowers. Many 
flower firms which in the past have devoted 
quite a bit of their facilities to the produc- 
tion of display properties and units of vari- 
ous kinds, as well as paper flowers, will 
concentrate still more on the former. 

Order M-24l-a was designed by the WPB 
to curtail the use of paper, pulp and paper- 
board. Under an “A” group is listed a num- 
ber of products on which a percentage re- 
duction in production is provided for; undet 
a “B” division the order prohibits the manu- 
facture of certain items after February 15; 
included in the latter classification are such 
items as: “streamers, including those for 
window display and decoration;” “shirt dis- 
players ;” “artificial flowers and flower spe- 
cialties (for non-commercial use),” and 
“window drapes.” 

In January, DISPLAY WORLD wired 
the War Production Board, asking for a 
clarification of these terms. A wire was 
received in reply, stating that the order was 
“self-explanatory.” The matter was then 
taken up with the local branch of the WPB 
and that office gave its opinion on the vari- 
ous provisions—an opinion which was mani- 
festly absurd and which later was completely 
disavowed by WPB headquarters. DISPLAY 
WORLD finally succeeded in getting in 
touch by phone with the WPB official in 
Washington who has charge of the adminis- 
tration of the order; his interpretation of the 
troublesome points follows: 

1. “Streamers, including those for window 
display and decoration:” not the “sale ban- 
ners” sold by several display firms mostly 
to smaller stores; the inference by the WPB 
representative was that crepe paper stream- 
ers as used by display installers for national 
advertisers was what the order referred to, 
but this was not definitely stated. (This is 
discussed further below.) 

2. “Shirt displayers:”’ this refers to the 
cardboard inserts placed in shirts by laun- 


dries; it has no reference to actual display. 

3. “Artificial flowers and flower specialties 
(for non-commercial use): the “non-com- 
mercial use” phrase was explained as a ty- 
pographical error which should have been 
omitted entirely; the manufacture of paper 
artificial flowers, whether for display or for 
resale purposes, must be stopped on Feb- 
ruary 15. 

4. “Window drapes :” 
paper curtains sold for household use to re- 


this term applies to 


place cloth drapes; it does not refer to dis- 
play. 

In reply to a question as to whether or 
not the order affected showcard stock pro- 
duction, the WPB representative said, “It is 
not the intent of the order to do so.” 

He further commented that the order does 
not apply to such materials as seamless 
paper, the use of paper for three-dimensional 
treatments, and the like. He added, how- 
ever, that Order M-24l-a applies to specific 
products, and that another order covering 
“uses” was contemplated; such an order, 
however, requires extremely difficult prep- 
aration and the official expressed the opinion 
that it would be a considerable length of 
time before the order would be issued, if it 
does go through. 

An amendment to Order M-24l-a, clari- 
fying it greatly, is in preparation and due 
for release soon. 

A confirmation of the telephone conversa 
tion and a request for elaboration on some 
points was twice requested by mail, but 
without result. 

There is still considerable contusion in the 
minds of various branches of the display 
industry as to the exact application of the 
order. For instance, the inference given 
DISPLAY WORLD in the above-mentioned 
conversation was that crepe paper for na 
tional advertiser window display was to be 
banned. This impression was also received 
by the Point-of-Purchase Advertising Insti 
tute, Inc., New York City, according to a 
release by Edward T. Sajous, executive sec 
retary, from which the following is quoted: 
“. . In List B is included ‘streamers, in 
cluding those of store display and decora 
tion.’ After checking on this classification, 
it is our unofficial understanding that this 
has reference to purely decorative materials, 
such as tissue, paper trim, ete., and not to 
soft lithographed store display advertising, 
such as paper banners, festoons, posters, 
streamers, etc.” 

However, one of the large crepe paper 
manufacturers has kept very close contact 
with Washington on this matter and ex- 
presses the definite belief, based on state- 
ments emanating from high officials of the 
WPB, that crepe paper’s use in such displays 
is not affected. 

Some national advertisers have felt that 
their window display, as such, was to be 
eliminated. Commenting on this, the Point- 
of-Purchase Advertising Institute’s bulletin 
goes on to say: “At the present time there 
are no directives or orders against window 


displays, either in the tobacco, brewing, car- 
bonated beverage, or other industries. If 
any such order is issued in the future, it will 
emanate from the Printing and Publishing 
division of the War Production Board. Cur- 
tailments, however, are under consideration. 

“Curtailment on board and paper will 
probably be on a percentage basis and will 
call for reduction in weights and sizes. In 
other words, reductions will be on a hori- 
zontal basis, percentage-wise. That is the 
trend of thinking at this time in Washington, 
as expressed directly to POPAI by the 
Printing and Publishing division. Further, 
there will probably be more drastic reduc- 
tions on jute and Kraft than on chip board. 

“Reports that window displays are to be 
eliminated in any industry in 1943 are with- 
out basis of fact in spite of any letters or 
bulletins which may have been circulated to 
the contrary.” 

Getting back to the artificial flower prob- 
lem, there has been considerable speculation 
on the part of manufacturers as to whether 
or not their stocks are to be frozen in ad- 
dition to the ban on actual production after 
February 15. The consensus of opinion ts 
that made-up stocks will not be frozen, and 
most manufacturers completed as much base 
stock as possible before the deadline. It is 
felt that even though flower stock be frozen 
at first, it will be released a little later. This 
was the case with wire for artificial flowers 
a year or so ago. 

Thus it is plain that Order M-24l-a will 
have no immediate effect on the supply avail- 
able for displaymen. Most flower companies 
have a considerable quantity of made-up 
units on hand and expect to be able to sup- 
plement the supply from base stock for sev- 
eral months, and by fabric flowers later if 
the appeal to the WPB is rejected 

On the whole, the flower manufacturers 
do not take the attitude that the order is 
more than a passing blow to their com 
panies. They feel that they will be able to 
turn to other materials without too much 
difficulty. A typical comment is as follows: 

“What we will do is problematical, and 
will depend a great deal on future develop- 
ments. You may rest assured we will do 
everything in our power to stay in the dis 
play business, and will stop at nothing to 
keep our clientele supplied as we have in 
the past. Of course the type of materials 
we will have to offer is no doubt going to 
be changed considerably.” 

Another flower firm writes: “We have ap- 
plied for permission to use up materials on 
hand. We have a considerable stock of 
leaves and flowers, which would permit us 
to continue operations for a year in a lim- 
ited way without buying more flowers and 
leaves. 

“The rub comes in the fact that probably 
half of this or more is in paper goods. There 
has been a tendency recently to giant flowers 
and foliage and these are largely made of 
paper. As far as the order is concerned, as 

[Continued on page 36] 
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Self-Selection Selling 


By W. L. STENSGAARD, President 


W. L. Stensgaard & Associates, Inc., Chicago 


“Self-selection” selling is not especially 
new, but the degree to which it will now 
be used in wartime makes it appear as a 
somewhat new and perhaps difficult problem. 


Most 
clothing, and 


retailers, such as department stores, 
specialty have 
considered “self-service” the kind of selling 
that applied to chain grocery 
stores. Therefore, most retailers picture 
“self-service” as the kind of store that must 
be shut off, with customers entering and 
leaving through a turnstile arrangement. 
Perhaps that is the only picture our imagi- 


shoe stores, 


was only 


speak of the term 
as applied to retailing. 


when we 


nation paints 


“self-service” 


We do not believe that retail selling of 
the type mentioned will go out-and-out to 
self-service where the customer makes al- 


arrives at the cashier, pays, and makes her 
exit through the turnstile. Therefore, we 
encourage the term “self-selection” because 
we sincerely believe it is more applicable 
to this classification of retailing. True, in 
some sections and with some kinds of mer- 
chandise, have been allowed to 
shop around in departments and select this 
or that kind of merchandise and hand it to 


customers 





the clerk and perhaps say “I'll take this!” 
Such, however, is the very limited applica- 
tion to the term self-selection and we now 
enter a new era in retail selling which will 
adopt self-selection much 
larger scale throughout the store. 


methods on a 


We need not dwell long on the necessity 
Briefly, sales peo- 
ple are difficult to obtain and more and more 
of them are entering either the armed forces 


for self-selection selling. 


most 100 per cent of these selections and or war production plants. It has been pre- 
travels them around in a cart or bag and dicted that in this respect we have seen 
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only the beginning. Perhaps before the year 
is out, a retail store will be operating with 
50 per cent or less of the personnel it had a 
vear ago. True, there will be less merchan- 
but from all indications, with a tre- 
mendously increased buying power, manu- 
facturers and retailers will find substantial 
quantities of goods to distribute. Therefore 
the retail function will continue. It is also 
recognized that the cost of distribution of 
must decrease. Perhaps, therefore, 
self-selection will contribute ways and means 
of lowering retail and perhaps the 
experience during the war will 
bring forth many valuable methods that will 
continue after the war. 

Self-selection selling requires the most ex- 
perienced and intelligent presentation of 
merchandise. We predict, therefore, that dis- 
play methods for interiors will see 
many innovations during the next few 
months. Customers must be allowed free 
access to all classifications of merchandise 
that will be exposed for self-selection. This 
means rearrangement of equipment, 
some revision of equipment. We do not be- 
lieve for the present it means any extensive 
new equipment investments. Ingenuity and 
experience of design will prove very helpful. 
In making these changes both pleasant to 
look at and most acceptable for both cus- 


dise 


goods 


costs 


necessary 


store 


some 


—Men's wear lends itself ideally to self-selec- 
tion. ‘Working’ and reserve stocks are ade- 
quately and conveniently located in the prac- 
tical fixtures seen at the upper left. Sample 
display is attractive and handy for inspection. 
. . . The layout at the lower left places the 
self-selection section of the department in six 
bays (about 40 by 60 feet). Space size can 
be regulated, of course. Entrance or exit on 
two sides, allowing traffic to flow evenly to all 
sides of the floor space. . . . The ‘'Shelfteria’’ 


—floor, wall or post unit with removable shelv- 
Note copy and price card holders on the 
front edges of shelving— 


ing. 
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PRICE caRD 
HOLDERS 


tomer and store, counters can easily be 
turned crosswise rather than parallel to 
shelving and with sectional counter tops 
merchandise can be arranged for self-selec- 
tion which also means better inventory con- 
trol. Since there will undoubtedly be less 
merchandise because of government inven- 
tory controls, there will be less need for 
large reserve stocks and more of the goods 
on hand will be exposed to the customers. 





andi rate ER ees Saar oS 





Also goods required for reserve stocks will 
be kept in proximity to the department in 
which they are sold. 

The following ten points are important 
for the merchandising of self-selection sell- 
ing: 

1. Keep best sellers in the best location 
ot the sectional display—second best, third 
best in relative positions. 

2. Give space in accordance with the vol- 
ume produced on each item. This includes 


sizes and colors, too. 


—The cashier-wrapper's desk is located at the 
entrance to the self-selection section; raised 
platform affords good view of entire space. 
mis Show cards are vitally important in 
self-selection selling; they must tell the story 
as completely and briefly as mail order cata- 
logue copy. . . . "“Carteria’’ with removable 
insert. The unit contains two flat shelves for 
"working' stock. Top shelf provides sample 
and atmosphere display. Stock is plainly 
labeled as to color and size— 
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—''Counterias" go on present counters and 
tables, providing ample “working” stock (re- 
serve stock below); sample displays are attrac- 
tively shown and are convenient for handling— 


3. Do not allow “out-of-stock” spaces on 
counter or display to be filled with other 
nearby goods; this soon encourages loss of 
sales. Learn to keep display stocks replen- 
ished at all times in ratio to sales volume. 

4. As seasonal or other changes reduce 
volume on an item, reduce the space it oc- 
cupies; as volume on another item increases 
for any reason, give it more space; this is 
the secret of the dime and grocery chains. 

5. Where display space for good selling 
items is limited, be sure to keep good re- 
serve stocks nearby—out of stock for thirty 
minutes during a busy part of the day will 
mean many lost sales. 

6. Watch your showing of good nationally 
advertised brands. When customers do their 
own selection they will buy more brands 
they know about. As rationing increases 
they will buy better qualities. Do not be- 
lieve self-selection means selling down in 
price and quality; it will be just the other 
way—more quality. 

7. Related selling is important. It means 
offering related items even though it may 
complicate the departmental sales ticket. 
Things that go together should be arranged 
for ease of self-selection. Good lighting is 





important, too. 

8. Make certain your cards are very, very 
informative—read mail order catalogues to 
learn the kind of brief copy that tells and 
sells; catalogues must tell and sell in small 
space. 

9. Learn to use more of the “skyscraper” 
space of the square foot area—yes, do more 
with the cubic content of the floor space. 
This means more sales per square foot, lower 
operating cost, better inventory control, 
lower cost of selling. 

10. Keep stocks clean, spotless, neat yet 
interesting and orderly in arrangement— 
easy to get at, no topple-over displays. Make 
it easy to carry to the cashier—be sure you 
have proper setup for this “Cashier-Wrapper- 
Observer’—promote self-selection with time 
ly enthusiasm. 

We picture self-selection as related to 
‘most all types of merchandise and because 
of such, we picture an even more interest- 


—This revolving 
"fact dispens- 
er has remov- 
able cards —7 
by 28 inches — 
containing sim- 
ple illustrations 
and copy facts 
about the mer- 
chandise. The 
unit occupies 
little counter 
space— 








ing store where merchandise is purchased 

by consumers. We visualize a system by 

which merchandise facts are told clearly 
[Continued on page 41) 
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HERE'S WHAT YOU WILL WANT TO 
KNOW ABOUT THESE VALUES: 


SUPERCALE SHEETS 
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“Oh, Winds, if Winter Comes, Can Spring 
Be Far Behind ?”—is the unwritten credo of 
the Manhattan displays at this time of the 
year. With underfoot and the skies 


heavily gray, it is extraordinarily stimulat- 


snow 
ing to see signs of the coming season by 
spring 
all the first flowers and presented as if for 


way of fashions, accompanied with 


one’s own individual relish. 

With coat suits and suit types the already 
the coming 
season, Bonwit Teller has given over its full 
stretch of Fifth number 
of times to. the 


accepted iour-star fashion of 


avenue windows a 


presentation of such mer- 
windows the 


linked 


chandise. In one group of 


foundation garment was effectively 


with the suit. For this series of displays, 
Miss De Alva Stewart, in charge of displays, 
used a semi-torso figure of starched white 
lace to wear the garment suggested to go 


Lightness of the garment was 
the that the 
corset stvle were among 


sult 
accentuated by 


with the 
implication 
and 


dummy torm 


those first spring flowers, emerging as they 


did right from the sloping floor platform of 


real moss and “bluegrass,” the latter cut 
from paper Wisteria blossoms made the 
hair and shoulder line, these flowers also 


growing here and there among the moss and 
blossoms, jon- 


Crocus, lilacs, appl 


2rass 


quils, violets and pansies were similarly 


used in the adjoining displays. 
In all of the 
card copy, on a white inset in a gray mount, 


the series of eight windows 


was encircled with a white satin ribbon with 


tape measure markings in black and held 
in place by large black or white top pins; 
the mount was edged in narrow, pleated 


white organdie ruffle, the copy provocatively 


“Figure it out—Pencil lines in a 


suit 


reading 
solt 


pencil gray the mannequin 





DISPLAY WORLD 


Manhattan Display S 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


wearing a white hat, gloves and blouse with 
her three-piece suit of gray and white check. 

Corsets were dramatized by Display Di- 
rector Sidney Ring in a stretch of six win- 
dows at Saks-Fifth Avenue. Before a beige 
silk backdrop, a mannequin is posed in a 
navy blue corset and is wearing long gloves 
in the American Beauty shade, with flowers 
and feathers in the same shade adding to an 
elegant hair-do. Partially shielded by a 
headboard, which in this illustration is_ fin- 
ished in light blue fabric, the mannequin 
with her arms upraised is in the act of ad- 
justing a white tarlatan skirt or cape. Stand- 
ard colors of the corsets are arranged fan 
the blue horizontal panel which 
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fills the foreground of the window; garment 
boxes are in light blue with blue satin rib- 
bons, spaced with bunches of violets and pink 
“Our expert fitters will give you the 
maximum comfort the loveliest figure 
possible” made the window copy. In the ad- 
joining windows, the mannequins wore white 
gloves with black corset; purple gloves with 
pink corset, and on through the range of 
brilliant color contrasts. 

Delightful little pixies scampered over the 
setting installed for bed linens by Display 
Manager Tony McLean at W. & J. Sloane 
Company. <A luxuriously large linen closet 
was lacquered in black with the walls for the 
shelves painted in high pink, the shelves be- 
ing edged in white lace paper. Fluted 
crepe paper in shocking pink formed a dec- 
orative trim for the opened doors of the 
closet, the motif being repeated on the black 
and below the unit of 
shelves. The pixies, taking full advantage 
of their diminutive size, are here, there and 
everywhere and always in precarious poses. 
Made of paper in aqua, purple, and higly 
pink, combined with white ball fringe and 
white lace paper, these little figures give 
added color to the scene. A paper doll, with 
many ruffles of white lace paper making her 
maid’s uniform, stands on the foot of a 
sheet draped from the door to the left and 
is scolding one of the little pixies who is 
sliding down the expanse of fine white sheet. 
The neat piles of linens on the shelves are 
tied in shocking pink ribbons. 

Leaving Manhattan for a moment we find 
that “Plainfield Women at War” was the 


roses. 


background over 


—Upper left, by De Alva Stewart, Bonwit 
Teller. . Above, by Sidney Ring, Saks- 
Fifth Avenue. ... Left, by Tony McLean, W. & 
J. Sloane Company. ... (All photographs by 
courtesy of Virginia Roehl Studios, New York 
City) — 
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—Right, by Philip Yurik, The Paterson, Plain- 

field, N. J. . . . Center, by Henry Callahan, 

Lord & Taylor. . . . Below, by Joseph Dult, 
Bloomingdale's— 


headline in a double window at “The Pater- 
son,” a specialty shop in Plainfield, N. J. 
Philip Yurik, display manager, created a 
very realistic setting for the uniforms worn 
by the many mannequins, showing their 
practical advantages while engaged in ma- 
chine shop work. A large mural tor the 
background showed the interior of a wood- 
turning shop; the window itself was equipped 
with actual machinery and the mannequins 
were posed as if actively engaged in work. 
The machinery was hooked up with the spot- 
light circuit and when the switches went on, 
the machinery likewise went into action. A 
group of girdles was displayed in one corner 
of the window with the card copy—‘Girdles 
go to work, too.” This window attracted 
continuous attention. 

The realization of a dream for one who 
has succumbed to a heavy winter cold was 
depicted by Display Director Henry Calla- 
han in a Lord & Taylor window where 
notched collar pajamas were featured in a 
special sale. Propped up with many pillars 
in his comfortable bed, the mannequin has 
supposedly made his selection from the many 
patterns of pajamas spread out on bright, 
warm blankets and is giving his order to the 
pretty nurse in her crisp white uniform 
standing by the bed. The bedside table is 
filled with familiar cold remedies, a choice 
of good books and a vase of fresh spring 
flowers. Pajamas fill the big white leather 
chair and cascade onto the floor, the table 
by the chair holding additional good reading 
and a large lamp with a wine-red shade. A 
robe dropped on a straight back chair has 
not quite slipped off onto the floor to join 
the house slippers. 

With characteristic timeliness and making 
a tie-in with the government's expressed 
wish to make walking an “American habit” 
for conservation of transportation, Bloom- 
ingdale’s promoted walking shoes in a 
stretch of seven windows. A number of 
styles in a number of colors were shown be- 
fore the same effective background theme 
In handling the displays, Display Manager 
Joseph Dultz cleverly used the letter “B” in 
the manner that has become familiar in the 
store’s ad copy; here it appears in the head 
line, “You'll Be Walking and It’s a Tire- 
less Distance to . . . Bloomingdale’s;” the 
first letter of the store name being supported 
on the also familiar lamp post which carries 
the street signs of the store’s location, with 
the remaining letters of the store’s name 
inscribed on a curl making the large letter 
“B.” Inclusively, this is all sketched on the 
panel background. A cutout, in miniature, 
of the store front appears at the apex of the 
scene. The familiar locale of the store is 
drawn in exaggerated perspective on the 
two converging panels which make the back- 
ground. The painting was in blacks, mauve 
and grays on light beige seamless paper 
panels. 

A single pedestrian is included in the 
drawings, this figure attired in gypsy dress 
with her sign board from a nearby tea room 
to add that whimsical note of detailed hu- 
man interest. On the horizontal panel, these 
[Continued on page 45] 
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PROMOTIONS 
by Louis Gehring 


Display Designer and Consultant 
New York City 























Large, colorful Easter eggs, suspended in 
mid-air by means of multi-colored ribbons, 
bear millinery, shoes and other accessories 
for Her Easter outfit in the first sketch. 
The center mannequin wears a simple cos- 
tume for which accessories varied in color 
and style are suggested. 














The Easter season ushers in a smart array of spring 






shoes for the Easter Sunday promenade. The cart, 






drawn by a pair of roosters, can be fashioned in three- 






dimensional colored paper sculpture. Arrange a few 






pairs of shoes atop colorful eggs and flowers in 






the cart. 

































The nursery rhyme, ‘All around the cobbler's 
shop the monkey chased the weasel,’ makes 
a delightful display theme for children's shoes. 
It can be executed in any number of ways. 
The entire setting can be arranged within a 
panel, painted and cut out of plywood, or 
moulded of plaster composition or sculptured 
caper. If the window is large enough, the 
setting could be in life size, renting the 
monkey and weasel from a taxidermist. Sheet 
music bearing the words and notes of the 
jingle should be displayed, or an enlargement 
of it placed on the back panel. 
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APRIL 


Freedom to worship as we wish is part of our American 
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heritage. America's democratic guarantee of free- 
dom of worship is strikingly portrayed in the stained 
glass cathedral window depicting Moses and the Ten 
Commandments, and the Resurrection. The theme 


eae 


should be painted on heavy, transparent or trans- 
lucent material. American flags are displayed on 
either side and an open book bears the inscription 
"America, Guardian of All Faiths.'’ Easter lilies are 
flanked about the setting. This is a timely display 
for the sale of War Bonds and Stamps. 
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There are any number of promotional possibilities shown in 
this sketch. The seascape depicts a rocky coast with break 
ing waves and is suggested here as a tie-up with men 
spring suits, emphasizing the varied qualities reflected by 
the sea: for example, the gray coolness of the sea; the 
marine blues of the water and sky and the browns of the 


earth and rocks. In displaying the painting or print be 








careful not to lose any of the subject matter. The frame: 
in which accessories are placed should be of natural wood. 





























Since the average men's shoe store will 


4 


derive approximately 75 per cent of it 





business directly from its windows, changes 
should occur frequently. This attention 
getting display tells the story at a glance. 
A composition plaster statuette seemingly 
walks in mid-air above the clouds where 
the copy appears. 
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By KENDALL HULL 
Fred Kuehn & Co., Chicago 
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Carried along on the patriotic wave, Sam 
Blum, display manager of The Fair, has 
created an entire series of feminine “Worker 
Windows,” all united by a central theme, yet 
each a complete and original unit in itself. 
Says a raggedy poster, down right in one 
of these window Ss, shown on this page, “We 
proudly present to you— Women in War 
Work —these trim, comfortable, practical 
togs to help you work more efficiently for 
Victory!” Extremely interesting is the back- 
ground drop painted by an able hand to 
suggest the interior of an airplane factory. 
In the foreground upon a composition tile 
floor are some sets of machinery, a pair of 
steps centered to act as a stand for one of 
the foursome of mannequins in clever over- 
all attire, and a varied assortment of oilcans, 
rivets and hand tools. Painted tripods and 
bona fide rope complete this composite of 
make-believe and realism. Further interest 
is gained through contrasting levels for the 
models—one is seated on the floor, two as- 
sume action poses, right and left, in stand- 
ing positions while the fourth, as mentioned, 
experiments with a rope while elevated on 
the steps. Blum has full reason to be 
“proud to present” this particular window. 

A companion display, also designed by 
Blum, has a specific appeal for the wartime 
office worker. The scene, illustrated here, 
represents the interior of a modern office. 
To gain the effect, a plain back panel with 
a window opening dressed with a Venetian 
blind is used and wall pictures and calendar 
have a patriotic motif. Centered in the dis- 
play are two mahogany desks, complete with 
swivel chairs, typewriters and lamps. Over 
the left-hand desk soars a gleaming model 
plane and down right stands a candy-striped 
placard with a deckle-edged poster mounted 
on it, reading: “Smart... Purposeful 
Versatile—Suits for Women in Wartime! 
Make one of these your office mainstay— 
Meticulously tailored to impress the most 
discriminating boss.” Four pretty “busy- 
bodies, in trim work-a-day outfits” are on 
their toes or “on their elbows” wrapped in 
thought. Offstage spots highlight this trig 
set where practicality is the better part of 
glamour. 

Display Director Howard Oehler of Wie- 
boldt’s presents an impressive posteresque 
setting in which Uncle Sam _ portrays the 
role of leading man. Against a softly draped 
background of curtains stands Old Glory, 
and beside the flag is a painted flat contain- 
ing six porthole paintings of carriers, guns, 
men, tanks, bombs and planes. <A_ ribbon 
scroll streamer at the top admonishes: 
“America Needs More,” and to the right is 


—The first two displays pictured are the work 
of Sam Blum, The Fair Store, featuring women 
in the war effort... . At left, a display from 
Wieboldt's, for which company Howard Oehler 
is display director. . . . (All photographs by 
courtesy of Fred Kuehn & Co., Chicago)— 
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—Top, an interesting furniture display as seen 

at Kroehler's. ... Center, by J. W. Campbell, 

Carson Pirie Scott & Co. . . . Below, a thor- 

oughly lovely display by Jay Howe, Mandel 
Brothers— 


a Red Cross poster asking for blood donors. 
Uncle Sam at the left of the set is busily 
rolling up his sleeves in order to plunge a 
little deeper into the war effort. Beside 
him are two posters with powerful appeal— 
one bearing the message in relief letters, 
“The Greatest Gift of All—War Bonds and 
War Stamps,” and holding two Liberty bells 
and a cascade of paper bonds. The other, a 
painted war scene, is titled “The Present 
with a Future.” The military theme is fur- 
ther carried out by a little red drum stand- 
ing down front left. The window is illus- 
trated here. 

An “inside” story concerning coming fash- 
ions is told by Display Director J. W. Camp- 
bell, of Carson Pirie Scott & Co. in a sex- 
tette of interior plateaux arranged about 
aisle columns. The one shown here is simple 
but effective, featuring two mannequins, in 
smart street dresses made from the two 
bolts of yard goods, unwound and _ strung 
through wooden loops on either side of the 
shining white circular panel screening the 
ceiling support column. The dresses are 
reproductions of cover styles shown in 
Vogue's “Pattern Book,” which has been 
mounted on the panel. Fashion spot-posters 
also highlighting these same styles stand on 
the floor of the chrome bordered platform 
to advise that “Vogue says, ‘Shirtwaist 
Dresses.’”” The display itself advises: “Be 
thrifty in wartime, litthe woman—make it 
yourself.” 

An unusual furniture display is attracting 
attention to one particular window of Kroeh- 
ler, maker of posture-form chairs and divans. 
The front of the window is empty except 
for an upholstered arm chair with a leaf 
design, an end table and lamp and one mod- 
ern upholstered armless chair. Centered at 
back is a large wooden picture frame, re- 
ceding into the striped, paper-covered wall. 
Two chairs flanking a small reading table 
and lamp stand on the slanting bottom strip 
of the box-frame. At back are visible the 
striped wall paper used on the side paneling 
and a soft plain drape, caught up Empire 
fashion. The display appears on this page. 

With that “White Christmas” now history, 
what-to-wear creators would have us look 
forward to a “White Spring,” as indicated 
by a beautiful fashion window created by 
Jay Howe, Mandel Brothers. Using the 
“if-winter-comes-can-spring - be- far- behind” 
theme, Howe ingeniously has devised a com- 
position spiraled motif dunked in white 
froth so that it looks as if it had been up- 
rooted from somewhere in a pixie’s garden. 
And half hidden by this snowy mist of blos- 
soms a shadowed poster carries the message 
“Winter into Spring—Suit Yourself. No 
matter where or when, its quality and style 
will last through both seasons.” Back of 
the set and the mannequins is a tip-tilted 
rectangular panel. The whole scene is clev- 
erly bathed in shadow, pierced here and 
there by gleaming highlights from colored 
spots concealed offstage. Finished by heavy 
side draperies, the window creates a feeling 
of excitement that should prove a stimulus 
to any shopper. 


DISPLAY WORLD 











DISPLAY WORLD 


“One Year Of War” 


By NAN FINDLOW, Feature Advertising Manager 
L. Bamberger & Co., Newark 
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As is usual with “One of America’s Great 
Stores,” a certain amount of Bamberger’s 
window space was available last month for 
an “institutional” message. 

It was not hard to hit upon a_ subject. 
The time was January, 1943. In everybody's 
mind was a sharp realization that our coun- 
try had been at war for one year. 

People were wondering what had _ been 
accomplished during that time. Some news 
and radio stories talked about strikes that 
slowed down production. Others told the 
story of industrial plants receiving the “E” 
for excellent output. There had been word 
of battles won and deep in every American's 
consciousness was the indelible scar of Pearl 
Harbor. 

The display department of Bamberger’s 
thought through all this. And out of it 
came an idea. Not for a window, but for a 
barrage of windows—the entire bank on the 
Market street side of the building. The 
theme was “One Year of War.” 

So far as this department knew there was 
no precedent for this. No store had ever 
done it before, so there was a welter of re- 
search work to be done before even the first 
sketches could be drawn. 

Being a department store and well ac- 
quainted with the great variety of knowledge 
accumulated by newspapers, it is not strange 
that we turned first to the local newspapers 
of Newark to find out, first, what they 
thought of the idea and, second, what kind 
of cooperation could be obtained. 

The papers were enthusiastic, and offered 
their full cooperation. It seems only fair to 
say that had this cooperation been withheld 
this battery bank of windows probably 
would never have seen the light of day. 

Next there was the question of how the 
story should be told. Should an attempt be 
made to tell it month by month? Or by 
event? When one reviews the progress of 
the war to date it becomes apparent that 
the “event” type of sequence is superior to 
the calendar month plan. 

It was felt that five outstanding happen- 
ings of the year December, 1941, through 
December, 1942, would be: the Attack on 
Pearl Harbor; the Battle of Midway; Mac- 
Arthur in Australia; Doolittle’s Raid on 
Tokyo, and the landing in Africa. 

It became apparent, then, that the illus- 
trative material should have a direct rela- 
tion to these events. A glance at the photo- 
graphs on these pages will tell you how well 
pictures were coordinated with happenings. 


—Typical of the divisions of the Market street 
windows for "One Year of War" are these 
scenes shown here. Each window was devoted 
to the events of a relatively few days from the 
year—from such major happenings as the raid 
on Pearl Harbor and the African invasion, 
down to the increase in income taxes and the 
elimination of cuffs from trousers. Reuben 
Sabetay is display manager for Bamberger's— 
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The historical background was thus set 
Bamberger’s display manager, Reuben Sabe- 
tay, was then faced with a problem with 
which the store deals constantly. How does 
all this affect the man in the street? 

The answer to this question came out of 
many days of research and a careful analysis 
of the news headlines for the last year. Sev- 
eral days were devoted to this necessary 
background research material. Some of it 
was done in the local newspaper morgues, 
more in the library, and some just leafing 
through the dailies for the vear. 

Certainly it took very little research time 
to develop the first big effect. That of the 
bombing of Pearl Harbor. A red-blooded 
\merican has only to look at the newsreels 
or photographic stills from them of the 
atrocities of this attack to get fighting mad 
all over again. Large pictures of this bomb- 
ing became an important part of the first 
window. The date was lettered right on 
the glass. 

One of the next big news items was the 
second draft registration. And soon aiter 
announcements about the wartime income 
tax. That certainly affected the man on the 
street as he had not been affected by taxa- 
tion in the memory of most of us alive today. 

This covered the period January 2-17. 

Right along here came a variety of edicts. 
Trouser cuffs were eliminated, blackout 
dates set, rent regulations went into effect, 
sugar and gas rationing came along. News- 
paper headlines proclaiming these events 
blazoned across the country. These news 
papers were gathered together and displayed 
in the window. The period was April 9 to 
May 9. 

The summer months of 1942 were remark- 
able because of the little things people were 
finding out they could do without. They 
tried to buy little household replacements, 
and they found they needed replacements of 
some of the major household appliances. 
They found, too, that many of these so 
called necessities had gone to war. Re- 
placements could not be made quite then. 
Americans began to learn they could do 
without a few things, they found they could 
“fix it up and make it do” as they had not 
had to for many years. June 4 through Au- 
gust 19 newspapers were shown as_back- 
ground material to the spectacular photo- 
graphic blowups of the main events in this 
war's history. 

This brought the year to November and 
year’s end with the African campaign opened 
and newspapers recounting the history of 
the war. The large blowup of Eisenhower's 
photograph was the focal point in this win- 
dow with pictures of the landing forming 
the background to the newspapers telling 
the heroic story. 

All in all, this job is considered to be the 
most extensive and difficult institutional job 
ever attempted by Bamberger’s. It has now 
been removed from the windows, but some 
of the props are still standing and the store 
has offered to answer questions from other 
stores wishing to put on a similar showing. 

A total of eighty photographs was used, 
some as small as 14 by 18 inches; many were 
of intermediary sizes, and the blowups went 
as big as 8 by 10 feet. More than 100 news- 
papers were utilized. 
secured through Associated Press, by cour- 
tesy of the local papers. 
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New Touches At 


A year or so ago the firm of Denton & Co., 
Nashville, was purchased by Fred Harvey, 
a former executive of Marshall Field & Co., 
Chicago. Re-named Harvey’s, the store has 
made great strides during the past months, 
and some of the innovations it has presented 
are interesting to anyone connected with re- 
tailing, and particularly those in display. It 
should be mentioned, also, that the store 1s 


being remodeled and redecorated on 


floor. 
Space does not permit going into detail 


every 


concerning the many ideas being tried here, 
but two or three of them may be mentioned. 
First is how Harvey’s solved a space prob- 
lem, diverted traffic from the 
crowded elevators, and increased the volume 


store’s over- 
of its home furnishings division. 

The store has a carpeted 8-foot stairway 
leading from the first to the fifth floor. We 
painted the walls of this stairway dusty pink 
and dusty blue and placed pictures and mir 
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By DEL LESAGE 
Harvey's, Nashville 


rors at eye-level the entire length of the 
stairway. At the stair entrance on each floor 
we hung a sign reading: “Stairway of Pic- 
tures to all The effect has been so 
excellent that now customers often take the 
stairs in preference to the crowded elevators, 
browsing among the pictures as they walk. 
When they see a picture they want to pur- 
chase, they take it off the wall and up to the 
fourth floor; there a salesperson completes 
the transaction. As a result, the pictures 
and mirrors are given better, more natural 
display in the presence of store traffic, sales 


Floors.” 


have increased on these items, and consider- 
able beauty been added to the 
Not the least factor is the diversion of traffic 
from the elevators. 

Another sales-producing innovation is the 


has store. 


use of wallpaper in interior display cases. At 
this time of the year, when dealers are clos- 
ing out last year’s wallpaper patterns, odd 
rolls can be purchased very reasonably. We 
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Harvey's 


use different patterns in every display case, 
greatly enhancing the attractiveness of the 
merchandise. An effort is made to have the 
pattern in keeping with the goods shown; 
thus, for example, a soft-toned pastel floral 
is used for lingerie, and a brisk formal de- 
sign for fashion accessories. 


The store’s method of window display 
likewise underwent a transformation when 
the writer joined the establishment eight 


months ago. The three displays pictured 
represent the type windows currently in use 
for spring merchandise. In the photograph 
at the upper left two figures stand within an 
8-foot plaster ring painted Kelly green and 
adorned by Florida palm fronds in shocking 
pink. The background in this window, as 
well as in the others, is a deep aqua. At the 
upper right yucca orchids were used for the 
floral decoration. 

The fourth illustration shows the “stair- 
way picture gallery” referred to above. 
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WINDOWS LIKE THIS WILL REAP 
“VICTORY” FOR AMERICA 


Your Government wants every family to plant a “Victory Garden” 
this spring. No other theme offers such wide possibilities in window 
planning. The public must be made conscious of this important na- 
tional effort, so vital to ultimate Victory and peace. Your windows 
can do this more dramatically than any other medium. Do your part 
—plan a Victory Garden window today or contact your local V.D.C. 














committee for other current official themes. 


Display your garden apparel and accessories on Darling Display 
forms sold in all principal cities by authorized distributors. Write for 
information. L. A. Darling Co., Bronson, Michigan. 


DARLING 


THE NAME TO THINK OF FIRST IN DISPLAY 








THREE DARLING PLANTS FLY THE COVETED TREASURY FLAGS 
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elf-Selection: Present and Future 





TABLE 


By SYL C. RIESER 
Stix, Baer & Fuller, St. Louis 


POST 
EN CLOS URE 


QOis PRAY 





Retailers are on the brink of a new era: 
the era of self-selection. They are awaken- 
ing not only to its possibilities, but to its 
necessity. 

With the entire nation vexed by a crying 
need for retail personnel, the only possible 
solution is simplification of selling to a point 
where the merchandise can sell itself with 
the least possible human aid. 

Predictions are that retailing has entered 
a phase which will end in almost total self 
selection. In this development, displaymen 
will hold full responsibility for the greatest 
movement known in retailing. 

In recent years display has been increas 
ingly recognized for its importance in_ the 
retail field. With the advent of self-selec 
tion, it will come into its own as retailing’s 
most important job. As James H. Brewer of 
Bullock’s expresses it, displaymen will be 
come “merchandise engineers.” 

For the duration, changes to self-selection 
must make use of supplies and fixtures al- 
ready on hand, and all construction must be 
done within the limits of government rulings. 

In time, I expect to see all retailers given 
over almost entirely to self-selection. We 
have our basement already substantially 
placed on a self-selection basis, but this does 
not mean that self-selection is considered 
suitable only to basement displays. It has 
been proven in many stores that a style job 
on better merchandise can be done in a re- 
fined and attractive manner with self-selec- 
tion displays designed with the character of 
the merchandise in mind. 

Our changes so far are toward semi-self- 
selection. By this I mean that the merchan- 
dise is being displayed for a full selection 
in sight of the customer, arranged by size, 
style and price. Thoroughly informative 
signs point out the pertinent facts about the 
merchandise. 

A problem which we and many other re- 
tailers face is that of providing a suitable 
physical set-up for the merchandise while 
keeping within the limits of construction al 
lowed by the War Production Board. 

It is not easy to undo remodeling of recent 
years which has stressed hidden stock and 
has minimized informative labeling. By ap- 
proaching this problem department by de- 

[Continued on page 37 


—The first sketch shows a self-selection shirt 
display complete with informative copy, a full 
display of sizes, styles, and colors, and with 
attention given to related selling. . . . Next 
is a_ self-selection children's sock display 
planned for the boys' department of Stix, 
Baer & Fuller; complete size, color and style 
ranges are shown with major selling points 
outlined in informative card copy. ... At left, 
a semi-self-service set-up as used in the street 
floor men's sportswear department at Stix's. 
The merchandise is arranged in open stock by 
price, style and size, with top displays on 
ledges; counters are given to related selling 
displays. Sales figures in this department 
seem to indicate a decided preference for 
this type of display— 
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era: 
ken 


SAY, WHOSE PRIVATE 
= WAR IS THIS? 


with 


ered 
self ‘’ 
men 
itest 


Ds Contrary to some of the clamor you hear, this war is NOT a 
ng’s private stage setting for chest-thumping boasters or quiver- 
he. ing alarmists. 


“a Mr. Blahpuss may honestly believe that ‘‘Blahpuss Gad- 


. 4 gets are winning the war!’’ Scores of millions of Americans 
t be g 
ngs. know better. 
iven 


We Tremulous wails that ‘‘We’re being licked! DO something 
ally ; about it—like WE done!”’ if not ignored, cause only a slight 


lc eS 
red and temporary nausea. 


a The millions of up-and-at-’em Americans know it is THEIR 
. war—it is OUR war—it is EVERYBODY'S war. We’re not 
r of the breed to do better, faster work to the tune of idle boasting 
re : or of panicky fear. Those few who seem to think so are 
8 picking the wrong psychology. 


ize, Americans have always fought wars with organization and 
tive 


the realistic confidence. They are neither awed nor terrified into 
- digging deeper, working harder or more willingly sacrificing 
= whatever need be. 

al The most realistic people today are those who give scant 
7 heed to the breast beaters and calamity howlers and just 
and stick to their knitting, working to win OUR war. 


ap- 


de- 





OLD KING COLE, INC. 


4 CANTON «+ OHIO 


: 50 Years in Display...Now 100% in War 
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Lamb's 
Through 


Franklin 
Shopping 
the National Retail Dry Goods Association 


address “Facilitating 
Self-Selection” before 
New 
among the 


York recently attracted 
wide attention retailers of the 
nation. Lamb, 
is simply this: “Making each item available 
understandable to all 
and attendants 
with existing fixtures and less help who are 


conterence in 
Self-selection, according to 


and customers, sales- 


people and must be done 
less experienced.” 

In the display profession we called 
this “interior display” We 
have begged for more help to do a_ better 
We have shouted for more in- 
telligent training of salespeople in the meth- 
ods of display. We have talked 
blue in the for a bigger slice of the 
advertising budget. Any intelligent display 
person knows that “good interior displays” 
and with little 


have 
for many years. 


display job. 


ourselves 
face 


are self-selection sell very 
assistance. 

Now with inexperienced sales personnel, 
rapid turnover of all the selling force, dis- 
play selling or self-selection selling becomes 
a must in every retail Yes, it takes 
a war to bring out many good things after 
all. Now that the display departments of 
many stores today lack seasoned personnel 
this job will tax the brains and ingenuity 
of most of us. It’s too late to look back- 
ward. The past is no alibi. Ahead lies dis- 
play’s biggest job—self-selection, self-service, 
or any other name, it is still our responsi- 
bility. Can we do the job? That is the big 
question in the minds of retailers, and in 
our minds, The answer lies in 
own ability. 

One thing we know is that the retailer is 
more interested than ever before in how to 
solve his store problems. Display has a 
tough assignment, but the boss is ready and 
willing to listen. 


store. 


too. your 


Amos Parrish, always a friend of display, 
told the recently : 
“Unless the entire assortment is shown and 
a selling card tells the story—each item 
identified—and there's one of the items out 
so that the customer can feel it—unless these 
are done, you are not selling as easily as 
you can sell. Goods must be shown so that 
the customers may select what they want 
with little or no help from salespeople—each 
item must always carry ‘fact-filled’ informa- 
tive selling cards.” 


story of self-selection 


Paul Goebbels, the German midget of prop- 
aganda with a loud speaker tongue, now 
“There are certain categories of shops 
in Germany which possess only windows, 


says: 


DISPLAY WORLD 


Think this over 


ee By FRANK G. BINGHAM 





with their staffs no longer even able to un- 
derstand when questioned whether or not 
they have anything for sale. All these shops 
must now be closed and their staffs trans- 
ferred to more useful occupation.” We have 
empty windows here, but we used them for 
Victory Displays, especially in Milwaukee. 
How about it, Jimmy Har- 
rison, and Harris 


George Lane, 
Helmar ? 


Friends of Fred Johnson, formerly a free- 
lance in the Chicago area, extend their 
heart-felt sympathy to him and his wife at 
the loss of their daughter, Nan, aged two. 
Fred is now display manager for The Fair, 
Escanaba, Mich. Even in his grief he was 
thoughtful enough to send us a message of 
comfort which was very deeply appreciated. 
Bishop Brent said: “We give them 
back to thee, dear Lord, who gavest them 


once 


to us. Yet as thou dost not lose them in 
giving, so we have not lost them by their 
return.” 


Wordisplays: Frank Rink, formerly em- 
ployed by Crystal Fixture Company, Chicago, 
is reported “missing in action.” ee 
Stevenson, the gadget guy, is now a Lieuten- 
ant (S. G.) in the navy ... he is connected 
with the “Seabees” which construct advance 
bases you can write to him on island 
si he Harry Craig, assistant to Emery 
Sharp, L. S. Ayres & Co., Indianapolis, is 
now Major Craig and is stationed at Brown- 
wood, Texas ... he served twenty years as 
interior display manager... others from the 
same store are: Corp. Charles Miller, five 
years in display, now stationed at 70th Air 
Base, McCreen Field, Las Vegas, Nev. 
Corp. Robert Creighton, eight years in dis- 
play, now stationed at Command and Gen- 


eral Staff School Detachment, Ft. Leaven- 
worth, Kansas Set. Merrill Sullivan, 
five years for Ayres, now in New York, 


Maintenance Battalion, No. 35171073, A. P. 
O. 251, Care Postmaster, New York City... 
Charles Van, three years in display, now at 
Fort Harrison, Ind... . five stars for Ayres’ 
display department what’s this about 
Clinton Clark’s rabbit cages filling up his 
display department? watch out, you 
fellows in Milwaukee, this may be an Easter 
scoop . silly Owens takes over advertis- 
ing and three girls at Smartwear, Milwaukee 
: surely not the three sisters Mike 
Kutil, Fritzel’s, Milwaukee, made the head- 
lines with his Christmas displays, but sales- 
men and manufacturers are still the life-line 
of this business, unless you want to work 
and sleep at your job Irving Shapiro, 


that lover of Lucite and salesman extra- 
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ordinary, served in the World War, was 
wounded several times, came back to Chica- 
go and walked the streets for seven months 
looking for a job... he doesn’t want that 
to happen after this war... you said it, and 
we all agree... J. E. Vent, display manager, 
Rike-Kumler, Dayton, Ohio, reports two men 
missing, both gone to the army: Clarence 
Adams, men’s wear displayer and _ interior, 
now at Ft. Harrison, and Harry Dille, four 
years with the firm on interior displays ... 
Aluminum once intended to decorate Ameri 
can store fronts will decorate the Axis war 
fronts a stock of 82,223 pounds of this 
was turned over to the government by Lib- 
bey-Owens-Ford Glass Company .. . Frank 
E. Whitelam, display director, R. H. Fyfe 
& Co., Detroit, recently won a $100 prize in 
the national Wright Arch contest Con- 
gratulations ... Walter Klein, display man- 
ager of A. Polsky & Co., Akron, is one of 
Uncle Sam’s camouflage experts seven- 
teen years with his firm... three more men 
left his department, namely: R. FE. Light- 
hiser, eight years, R. A. Hankey, six years 
in display, and E. W. Lowe, three years... 
De Cresie, assistant display manager, takes 
over at Polsky’s Laurence Harris, ap- 
pointed display director, The Fashion, Hous- 
ton, Texas ... Harold Hull steps up to dis 
play manager at Rorabough-Buck, Wichita 

Another army-bound gentleman, 
Gutzmer, artist in display, Sibley, Lindsay 
& Curr, Rochester, thirteen years in the same 
department ... Jack Finkelstein, Goerke De- 
partment Store, Elizabeth, N. J., had to re- 
duce before joining the air cadets ... Grace 
Slicer, interior display director, F. & R 
Lazarus Company, Columbus, Ohio, met with 
a bad accident while driving to work Janu- 
ary 15... a bus skidded into her car and 
turned it over she was badly cut and 
bruised, but she is now back on the job and 
the interior show goes on... Jack C. Nich- 
ols has been seen in Cleveland . . . Arleen 
Stafford has been seen in Detroit both 
are seen together now... “best wishes” are 
the next words to say Miss Stafford, 
now Mrs. Nichols, was formerly display 
manager for Halle Brothers, Cleveland, and 
Jack is head of display at Kern’s, Detroit 
... Joe Bronsing, display manager of Gold- 
smith’s, Memphis, was in New York and 
Chicago recently buying up new things for 
his department storeroom caught fire 
on the eighth floor of his store and burnt 
out the display department on the same floor 

let’s all of us go all-out on the Red 
Cross War Fund drive starting March first 


Roy 





Art Materials Department 
Bought By Spies-Bradburn 

The fifty-year-old artists’ materials de- 
partment of Erker Brothers Optical Com- 
pany, St. Louis, has been purchased by the 
newly-formed company of Spies-Bradburn, 
Inc., and in future will be operated by that 
firm at 1127 Pine street, St. Louis. Included 
in the line handled are supplies for the art- 
ist, sign writer, draftsman, and for schools, 
in addition to papers, cardboard, and wall 
board. The senior member of the firm is 
Roland Spies, for many years with Bader’s, 
of the same city. He has long been an active 
member of the St. Louis Display Club and 
was recently appointed chairman of the local 
Victory Display Committee. 
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ee COSOS HER, 


revising the working habits 
than half a hundred 
employees, from commercial artists and cab- 


Completely 
and lives of more 
inet makers to designing engineers and pro- 
duction craftsmen, is by no means a simple 
leat 


sity for 


But war brings in its course the neces- 
prompt 
display studios which desired to participate 
had to 
Particularly was this so in our case, where 
into 
diately after the “day of infamy.” 

Within a 


same artists who had designed a host of dis- 


and drastic changes—and 


in war work make those changes. 


we plunged war work almost imme- 


very short space of time those 


plays for firms listed in the blue book of 
industry were drawing the shapes of air- 
planes and fitting minute parts into third 
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War Work For The Studio 


By HOWARD WILLIAMS, President 
Co-Operative Displays, Inc., Cincinnati 


silhouette forms designed for 


uses. 


dimensional 
government 

Woodworkers were conceiving and shap- 
ing mock artillery pieces, some of which 
were never to materialize into actual usable 
items. Studio floors gave the appearance of 
the property division of some Hollywood 
film producer getting ready for a battle 
scene in a modern production. 

Space for display units soon became space 
for many types of gadgets, most of which 
were in the experimental stage. Soon a few 
orders from Uncle Sam came trickling in, 
then first for the making of a trial 
group of miniature planes to be used for 
identification-training purposes by the armed 
forces, and then came a few real orders. As 


more 
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this is written, several millions of these 
identification planes have been turned out 
and more and more are in the making. 

While our company has quite a number of 
accomplishments in the war effort to its 
credit, and almost every day brings a new 
development in the field of wartime research 
and production, the model airplane field has 
proven to be the largest of these enterprises 
at the present time. 

These three-dimensional cardboard silhou- 
ette type airplane models are accurately de- 
signed on a 1-to-72 scale, with 1 inch on 
the models representing 6 feet on the actual 
planes. At a distance of 36 feet the models 


have the same apparent size as actual planes 
half a mile distant. 


From a short distance, 











the models appear solid and show exact sil- 
houettes from the front, rear, sides, top and 
bottom. 

The flat, specially 
treated Students of the 
army and navy air personnel learn recog- 
nition characteristics by assembling and dis- 


planes are made in 


cardboard sheets. 


assembling them; with ordinary care, the) 
can do so as many as thirty-five to fifty 
times. 

[Continued on page 47] 


—At the upper left is a night view of the 
"Victory" — |-foot-to-6-foot scale — destroyer 
model on Cincinnati's Fountain Square... . 
Center, processing the cardboard used in the 
millions of model planes turned out by Co- 
Operative Displays since the start of the war; 
the men at the right are F. W. Schimanski and 
Thomas Grace, both industrial specialists of 
the War Production Board, and Lieut. E. E. 
Jones, naval advisor for the Cincinnati district, 
WPB. ... Inspecting a group of the silhouette 
planes are, left to right, Lieut. Jones, and 
three members of Co-Operative Displays— 
George W. Benckenstein, Jr., vice-president; 
Donald Howard, chief designer, and Howard 
Williams, president— 
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Here's Your DOUBLE-FEATURE GUIDE 
(o Better Wartime Display Advertising! 


\ IT’S CRAMMED WITH IDEAS 
AND MATERIALS THAT 
SAVE TIME AND MONEY! 


It’s a double-feature Guide... for double value! 
Two sections full of new ideas and materials that 
will make your window display advertising carry 

its greater wartime load! New ideas to save your 
time in planning... mew materials to save hours 
in installation. 
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This timely Guide presents beautiful, color 
photo- murals... plus pane ‘ls reproduced from 
paintings by iopnote th artists...especially de ‘signed 
for window and interior dis plays. The ‘yre eco- 
nomical to buy... and particularly easy to use. 


Remember: “Start your display with a Sherman 
panel... well-begun is half-done™. Then. for the 
other easy half, choose from the many smart, 
ceneninandi Giant-Curve. Stvle-Curve. Nu- 
Curve. Corrodek. All are pre-formed in graceful 
curves ...with a complete range of coordinated 
colors. All are window height, in continuous rolls. 
Quickly unrolled, they give you colorful back- 
erounds i in a matter of minutes! 





Today, Sherman “Economy-Plus” materials are 
more important to you than ever before. They re 
the answer to wartime shortages ...smart. thr ifty, 
practical! See them at your Sherman Dis splay 
Dealer. or 








Send for FREE Display Guide 


SHERMAN 


Paper Products Corporation 


NEWTON UPPER FALLS, MASSACHUSETTS 
LOS ANGELES, CALIFORNIA 
BRANCHES IN NEW YORK, AND CHICAGO 
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isplays 


Pedestrians passing the invisible glass dis- 
play window of Jenny’s, Cincinnati, recently 
got a bit of a shock when their startled eyes 
beheld nothing less than a dimetrodon and a 
ceratosaurus in life-like poses a few feet 
away. Noted for his consistent use of the 
unusual—his current display, “Something to 
get Excited About,” is based around a mount- 
ed white mouse and a group of feminine man- 
nequins on chairs or armed with brooms— 
Russell Kehrt made up the two prehistoric 
reptile reproductions as symbols of the prin- 
cipal Axis nations. Each bears a large 
swastika. At one side of the display stands 
a modishly-clad figure, armed with a rifle 
which is covered with War Stamps and 
Bonds to indicate one way of helping bring 
the monsters under control. 

Kehrt built the weird creatures on a 
framework of l-inch strips, building them 
up with excelsior and covering the bodies 
with leatherette. This was then stained in 
tawny shades oi green and brown. The 
seamless paper background was mottled to 
resemble the steamy atmosphere of a long 
bygone age. The glistening teeth of the rep- 
tiles were cut from tin; toothpicks formed 
the spines along the back of the dimetrodon. 
The floor was covered with sawdust in its 
natural form. An amber spotlight was fo- 
cused on the feminine figure, while the two 
reptiles were bathed in a flood of green light. 

The windows of Anderson-Newcomb Com- 
pany, Huntington, W. Va., will be devoted 
to war effort themes for the duration, and 
Oscar F. Ryan, display manager, has been 
creating some outstanding settings on such 
subjects. Pictured here are two displays, the 
first being for a local tin can drive. The 
goat was made from heavy composition 
board, set against a background of sand- 
blasted pine. The other display urges con- 
servation of metals and the collection of 
scrap. The card reads: “Your scrap will 
make bright new steel!’ In the background 
is seen the cut-out silhouette of a blast fur- 
nace, before which is a scale model loco- 
motive, cars, and scale size trainmen. An- 
derson-Newcomb recently used a half-page 
newspaper ad showing one of the displays. 
Part of the ad copy read: “Government 
themes emanating from a special department 
in Washington will be interpreted constantly 
in these displays. Week in and week out, 
as long as the war continues, they will have 
to do with War Bond promotions, salvage 
drives, recruiting appeals for the army, navy, 
marines, and air corps—in fact, any recog- 
nized movement connected with the war ef- 
fort.” 

Finally is shown a window featuring “ceil- 
ing prices,” as created by H. Heidelberg for 
Gimbel Brothers, Philadelphia, with some of 
the material being furnished by the Office 
of Price Administration, Washington. The 
copy for the window read: “Their job—to 
achieve victory ; our job—to help the govern- 
ment keep down the cost of living; your job 
—pay no more than ceiling prices.” The illus- 
trations showed action shots of the army, 
navy, and War Production Board. Ceiling 
price costs of living commodity lists were 
featured. 
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Once again, Timely scoops the display field with the first backgrounds: based on the 
March retail themes of the Office of War Infarmartian 
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J.A.D. News... 








The first annual Christmas display con- 
test of the International Association of Dis- 
play closed January 15. The results of this 
added feature to our ever-growing program 
proved to be of nation-wide interest with 
hundreds of participants from all sections 
of the country entering photographs in 
one or more of the three classifications. We 
predict that next year’s Christmas contest 
will prove to be even more outstanding, as 
entries are still being received as this is 
being written. A list of winners in each 
classification follows: 

Merchandise Windows — First, Raymond 
M. Reid, Missoula Mercantile Company, 
Missoula, Mont.; second, Michael G. Kutil, 
Fritzel’s, Milwaukee; third, Richard A. 
Staines, Vandever’s, Tulsa; honorable men- 
tion, Henry Felsenthal, Diana Shops, Jack- 
sonville, and Richard A, Staines. 

Institutional Windows—First, James Hux- 
ford, H. C. Prange Company, Green Bay; 
second, Roy H. Heimbach, Michigan Con- 
solidated Gas Company, Detroit; third, Jack 
Krumholz, Union Home Furnishers, Inc., 
Troy; honorable mention, Roy Heimbach; 
Howard E. Martin, Empire District Electric 
Company, Joplin, Mo.; Robert Isaacs, New- 
man’s Mercantile Company, Joplin, Mo.; 
Ernest Sams, Christman’s Dry Goods Com- 
pany, Joplin, Mo.; Raymond A. Bouser, 
Ramsay Dry Goods Company, Joplin, Mo.; 
Frank Hubbard, Acme Paint Company, Jop- 
lin, Mo.; H. H. Bennett, Hornaday’s, Jop- 
lin, Mo. 

Interior Displays—First, Michael G. Kutil; 
second, Roy Heimbach; third, Clement Kief- 
fer, Jr. The Kleinhans Company, Buffalo; 
honorable mention, Richard A. Staines, and 
Orville Liston, Hess-Culbertson Jewelry 
Company, St. Louis. 

Windows and Interiors - 
Joe Chadwick, Famous-Barr, St. Louis. 


Special award, 


Interest in our monthly Victory display 
contest shows that displaymen and_ their 
firms are giving more space and attention to 
our government's assignment of greater 
window space devoted to the many war 
agencies carrying a definite victory message 
to the public. This is the greatest oppor- 
tunity given display in all its years of or- 
ganization. One complete window devoted 
exclusively to a war message from every re- 
tailer in America is a small sacrifice. 

Many firms have given their assistance, 
and more, by pledging one or more windows 
for the duration. These firms and display- 
men are to be praised for fulfilling their 
obligation in executing their pledges signed 
for window space. 

Speaking of victory displays, the winners 
in the January contest were: 

First, Lolita and Richard Staines; second, 
Helen Buckley, J. C. Penney Company, Ko- 
komo, Ind.; third, C. M. Shrider, A. E. Starr 
Company, Zanesville, Ohio. 


President 


The I. A. D. is happy to announce that it 
is working in close harmony with the na- 
tional committee on the promotion of Moth- 
er’s day, Sunday, May 9. This year’s slogan 
is to be “Remember Mother Bravest 
Soldier of Them AII.” 

It was back in 1914 that Congress desig- 
nated the second Sunday of May as Mother's 
day and requested the display of the Amer- 
ican flag on all government buildings in its 
commemoration. The meaning of Mother's 
day has long since impressed itself increas- 
ingly, year after year, upon the conscious- 
ness of the American people. Display has 
proven a very definite part in the promotion 
of Mother’s day in the past. This year a 
greater effort should be made through win- 
dow displays, interiors and advertising in 
this national tribute to every American 
mother. 

The I. A. D. will conduct a Mother’s day 
national photographic contest. All firms, re- 
gardless of size or city, are requested to 
have their windows photographed and en- 
tered. There is no limit to the number of 
entries—no entry fees—all photographs be- 
come the property of the I. A. D. All entries 
must be received at national headquarters, 
855 Elm street, Manchester, N. H., by June 1. 

Engraved certificates will be awarded to 
the first, second and third winners, and there 
will be ten honorable mention awards. The 
I. A. D. and the national committee on the 
observance of Mother’s day will act as 
judges. 


One of the most active display clubs in 
the East is the Display Guild of Baltimore. 
Two new members were welcomed into the 
club at its last meeting—Henry D. Morris, 
Schleisner & Co., formerly with Gimbel’s in 
Philadelphia, and Elmer Schwartzman, of 
Lane-Bryant. Arrangements were made re- 
cently for an annual party to be held at the 
Emerson hotel for club members and their 
Wives. 

The I. A. D. is always glad to hear of dis- 
play club activities and sends its best wishes 
to this active club in Baltimore. 


One of the first acts of the present admin- 
istration, on August 1, 1942, was the revis- 
ing of our by-laws to promote National Dis- 
play week as an added feature of the I. A. D. 
program of activities. It was planned that 
the first week of April would be nationally 
observed by the installation of trade name 
merchandise to be given complete windows 
for the full week. 

This program was unanimously accepted 
by the manufacturers and the I. A. D. was 
highly praised for such action. 

In the meantime, war conditions have made 
many necessary changes in the mercantile 
field. Shortages of raw materials is one of 
the major problems confronting the manu- 
facturers today. Therefore, the I. A. D., in 





By RAY W. PARKS CRE AR ARIES 


collaboration with the manufacturers, has 
made a definite decision to cancel plans for 
National Display week for this year in the 
interest of all concerned. 


Please note that I. A. D. headquarters 
recently moved from 705 Beech street to 855 
Elm street, Manchester, N. H. 





Apex To Distribute 
Carlyle-Oring Cards 


Edward S. Schulhof, vice-president, Apex 
Design-Display-Cards, Inc., New York City, 
announces that his company will be the ex- 
clusive manufacturer and distributor for 
Carlyle-Oring designed cards. Production 
is now under way for a series of pre-de- 
signed display and price cards which will 
consist of twelve individually designed kits, 
each containing an assortment of 98 cards 
in six sizes. The Apex company is located 
at 18 East 49th street. 





Magnin's Victory Displays 
Sell $5,000,000 In Bonds 

Victory window displays in the four I. 
Magnin & Co. shops of California have sold 
more than $5,000,000 worth of War Bonds 
and Stamps during the past year, according 
to the firm’s recent newspaper advertisement. 
The following sales are credited to these 
shops: San Francisco, $2,014,470; Los An- 
geles, $1,855,369; Oakland, $1,002,682; Pasa- 
dena, $424,053. 


Powell To Head Display 


For Newman's, Joplin 

Lloyd Powell has resigned from the dis- 
play staff of the Mabley & Carew Company, 
Cincinnati, where he had been employed for 
the past four years. He has taken charge 
of display for Newman’s, Joplin, Mo. 








COMING UP! 
National Cherry Week—February 15- 
22. 
Brotherhood Week—February 22. 
Washington’s Birthday—February 22. 
Farm Day—March 8. 
Lent Begins—March 10. 
Girl Scout Anniversary Week—March 
12. 
National Hobby Week—March 15-20. 
St. Patrick’s Day—March 17. 
Spring Begins—March 21. 
Conservation Week—April 1-7. 
National Baseball Week—April 3-10. 
Army Day—April 6. 
Be-Kind-to-Animals 
April 11-17. 
National Wild Life Restoration Week 
—April 11-17. 
Pan-American Day—April 14. 


Anniversary — 
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WPB "Thinking Over" 
Dim-Out Program 


Reports from reliable sources that the War 
Production Board is “thinking over” the pos- 
sibility of a nation-wide dim-out have given 
some credence to the rumors which have 
been current in display circles for some 





weeks that such a program is to be placed | 

in effect soon. Such a dim-out would mean | Reg. App. For U. S. Pat. Off. 
as the darkening of outdoor signs and spectacu- | 
or lars, with display window lighting probably | FABRIFORMS are deeply embossed blocks of fabric 
he being placed on the same dim level as found | 


which give the effect of the most skilled upholstery 
work. When placed together, they form beautiful, 


at present in coastal cities. 
The basis for the WPB consideration of 
the idea is said to be the need for conserv- 


rs . 
55 ing coal, power, and natural gas supplies. economical panels or valances. 
WPB officials say that the power situation 
| a es ee 
seems in “pretty good shape,” but possible | NI i aia, 
coal shortages due to transportation difficul- | ; 
ties may necessitate a cut in the consumption | ‘ t 
of power produced from coal. Full provi- ; f . 
me sions for the dim-out were embodied in a r ‘ 
ty, WPB order of nearly a year ago, but they Fé 
-. 


have never been placed in general effect. 
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* Elaborate Display Catalogue a 
e- q 
aT i Announced By Schack 
ts. A large and distinctive 28-page catalogue 
ds . has just been issued by Schack Artificial 
ed Flower Company, 321 West Van Buren 
street, Chicago, under the title, “Victory 
i Book for Spring and Summer, 1943.” The 
i” modern tempo of the catalogue is indicated : 
5. by the attractive cover, which bears simply BLOCK FABRIFORMS — Two sizes: ] 
2 a giant “V” and the words: “Victory in Four 8” blocks in a 17 square panel; DRAPE FABRIFORMS — The Double- i] 
I. " 1943.” The issue carries many new and in- Four 612” blocks in a 14” square Drape is as illustrated. Also in i] 
ld 4 teresting display items for all types of | panel. Beautifully embossed so that Pe EO i] 
ds : stores. Many of the illustrations are in full | one block fits perfectly onto another. Se a Wane oe eae | 
ng E color. One of the outstanding items shown | Also available as a Giant Block. one constitutes the entire form. Size: H 
3 is a complete set of garden vegetables for 19” block comprising the entire form. about 14” square. ( 
se 4 use in connection with Victory garden, nu- | ™ i] 
n- trition, and vitamin displays which the gov- | Available in 6 fabrics in 10 colors i] 
a- ; ernment is urging all stores to promote. | Wri Mini ; ro , il 
Copies of the catalogue are available at no | rite for Miniature samples now! I 
charge from the address given above. H 
3 Death Takes Daughter | S y N < i] 
IS 3 Of Frank Bingham | — | Ml 1 
4 1 a3 e . | . >» 
de 3 The many friends of Mr. and Mrs. Frank | fst. 1842 —e (Mow (t OUT decoud Century I 
OF singham join in extending deepest sympathy H 
ge ; on the death of their small daughter, Nancy, 142 WEST 44th STREET, NEW YORK CITY 1 
on January 26 as a result of tetanus infec- q 
— tion. Bingham is display manager for Rob- | BOSTON: 260 TREMONT ST. * CHICAGO: 222 N. MICHIGAN AVE. * LOS ANGELES: T 
— ertson Brothers, South Bend; his column, 731 SO. HOPE ST. © PHILA.: 811 CHESTNUT ST. * ST. LOUIS: 920 CENTURY BLDG. ¢ 
“Think This Over,” has appeared as a regu- | SS 9S saad 
lar feature in DISPLAY WORLD for sev- |! 
rz ars. ” 
eee | THE “MAGIC RING’ SKIRT HANGER No. 148 DRESS HANGER 
Change Of Location 
For Bona Fide / 
ea ig ee ee eee ee aGic RING” 
Bona Fide Display Company, specializing HE MAG 
in the design and construction of window | T 
displays, set-pieces and display materials, 
has removed to 61 West 37th street, New 
York City. Benjamin Wolburg is proprietor ‘ See ee F 
of the firm; Harry Menzin is designer. et 
Callahan Replaces O'Clare 
At Lord & Taylor ; 
“mn P - Were closing these out and there will Here is a beautifully finished hardwood hanger with 
Henry F, Callahan has been appointed dis- be no more for the duration. Act now. the true shoulder shape. Used in better dress depts. 
play director for Lord & Taylor, New York $ a F.O.B $ eee 
City, replacing Dana O’Clare who is now in 6.50 hundeod NEW YORK CITY 9.50 hundsed 
eee a ie on aes e, aa 
pln lien Poa ai ning Rehan Send for Illustrated Literature Today. JOBBERS WRITE FOR DISCOUNTS. 
= seven years ago, Callahan was with Bonwi _ 
_ Teller, Philadelphia. NATIONAL HANGER Cco., Inc., 545 8th Ave., New York City 
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Exhibit Suggests Retail Treatments 


Could there possibly be a more ideal setup 
for a displayman than three empty rooms, 
a go-ahead and an abundance of 
colorful select from? No 
tables, no conventional glass shelves or plat- 
forms and, last but not least, no dark oak 
panels of the typical men’s type to 
cover one’s imagination with a dark cloud! 

This was the situation in the Parker 
House hotel, Boston, where I was confronted 
with the delightful task of designing Arrow’s 
exhibit for the annual New England Men's 
Apparel Show. 

Trying to stick to the belief that the 
simplest display is usually the most effective 
and must combine eye-catching originality 
with selling appeal without subordinating 
the merchandise to the theme song, I picked 
a stylized sailboat to dramatize Arrow’s 
Father’s day feature, “Tradewinds.” The 
boat stands on a slant to suggest motion 
and the merchandise is so placed as furthe 
to emphasize that thought and to suggest 
The boat was inexpensive to build 
and and dismantled. 
It has excellent display possibilities in win 
dows as well as interior displays for various 
types of summer promotions. The five small 
sailors add an amusing and realistic touch 

Twelve different Arrow “Birthstone” ties, 
each with a pattern representing the birth- 
stone for a given month of the year, were 


signal 
merchandise to 


store 


coolness. 


was easily assembled 


mounted on specially built collar stands of 
varying heights illustrated). 
stands were grouped around a large stark- 
white plaster hand wearing a birthstone ring 
on the finger. The hand made a forceful at- 
traction for this Father's day tie promotion. 
versatile display, 


(not These 


\n inexpensive and 
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By GEORGE LAPPING 
Cluett, Peabody & Co., New York City 


which, incidentally, scrupulously avoids the 
use of any essential material, is the “Colby 
Stripes” here—Arrow’s_ Es- 
quire feature for July. The lattice work is 
bright yellow. It is adaptable for various 


display shown 


types of summer merchandise as a window 
or interior display unit. 
A great many men’s stores pass up a 


good bet by not using more interior displays. 








Arrow’s tie room at the Parker House show 
was an example of how interior display can 
be used successfully. Small stages drama- 
tized the merchandise while the 8-foot tie 
racks showed a large selection of ties—with 
a stock of merchandise next to the display. 
The stages were somewhat “shadow-box” in 
form. <A typical example had a miniature 
grand piano in the foreground, with a com- 


f. Whe ¢ 
& ar - 
Me yf cs ms FERN Cd F 
(kl by 7 ty é pF plai 
(sf mY 
a 


PA A777 
Se AZZ 
177 


f (LAd 
aT. Mange A+ 
en LT 
van ae 


poser seated before it. A spray of apple- 
blossoms was at the side. Taking up most 
of the background was an Arrow shirt and 
tie. Copy lettered on the raised cover of 
the piano read: “Arrowtones of Quality.” 
Four different types of neckties were drama- 
tized on these four small stages. One was 
called “Arrow classics” and built around a 
Greek column and marble steps. The sec- 
ond had the caption, “Arrow Spring Ton- 
ics.” The third—“Arrowtones of Quality” 
as described above, and the fourth, featur- 
ing summer ties, “The Tone That’s in Tune 
with your Tan.” 

And now a word to the retail displayman 
and merchant: A good way to convince the 
shopper that yours is the store for him, is 
by trying to show a wide variety of one item 
in your window. Without knowing it, the 
customer gets the feeling that you carry 
a wide assortment in color and style and he 
will come to your store even if he does not 
see the item he wants on display. 

Since there has been a great decrease in 
non-essential motoring the wise store owner 
has a grand opportunity to make new and 
lasting customers of people who were accus- 
tomed to going to the larger stores to do 
their shopping. 
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THESE CHARTS SHOW 
ESTIMATED PARTICI- 
PATION IN PAYROLL 
SAVINGS PLANS FOR 
WAR SAVINGS 


BONDS 


(Members of 


Armed Forces Included 





Starting August 1942) 


STUDY THEM WITH AN EYE TO THE FUTURE! 


There is more to these charts than meets the eye. 
Not seen, but clearly projected into the future, is 
the sales curve of tomorrow. Here isthethrilling 
story of over 25,000,000 American workers who 
are today voluntarily saving close to FOUR AND 
A HALF BILLION DOLLARS per year in War 
Bonds through the Payroll Savings Plan. 


Think what this money will buy in the way of guns 
and tanks and planes for Victory today—and 
mountains of brand new consumer goods tomorrow. 
Remember, too, that War Bond money grows 
in value every year it is saved, until at maturity 
it returns $4 for every $3 invested! 





Here indeed is a solid foundation for the peace-time 
business that will follow victory. At the same time, 
it is a real tribute to the voluntary American way 
of meeting emergencies that has seen us through 
every Crisis in our history. 
But there is still moretobedone. As our armed 
forces continue to press the attack inall quarters of 
the globe, as war costs mount, so must the record 
of our savings keep pace. 
Clearly, on charts like these, tomorrow’s Victory 
— and tomorrow’s sales curves—are being plotted 
today by 50,000,000 Americans who now hold 
WAR BONDS. 


Gave wil 
War Savings Bonds 





This space is a contribution to America’s all-out war effort by 


DISPLAY WORLD, Cincinnati, Ohio 
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—This sketch shows a very simple method of “dressing up" a 
post surrounded with plain shelves. There are two ways of 
developing this decoration. First, the draping can be done in 
cloth, cords and bands. Second, the same effect can be 
reached by painting the draping effect on wall board and 
then cutting it out and nailing in place— 











—For the displayman who is looking for an idea which will help identify and segre- 

gate the children's department, we suggest the set-up shown here. 

cage effect made of |-by-l-inch lumber and dowel rods, with brightly colored animals 
cut from wall board. Especially effective in ‘hard-to-trim'’ corners— 


It is a simple 


—lllustrated here is 
a practical self-serv- 
ice merchandiser for 
umbrellas. This con- 
sists of shelves with 
cut-out slots as shown 
to hold the umbrel- 
las. The merchan- 
dise fits in the slots 
and rests on the shelf 
below. Every item is 
easily and quickly 
seen, so that the 
customer can make 
her selection without 
taking up much of 
clerk's time. The 
same treatment can 
be used on any flat 
wall that is avail- 
able. The unit would 
of course be accom- 
panied by a very 
informative sign list- 
ing the major fea- 
tures of the mer- 
chandise— 
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—A new constructional idea for a 
shadow-box shelf displayer is pictured 
here. The frame takes the form of a 
deep, wide bevel inclined back to the 
wall. This can be used with very pleasing 
effect on a post, the wall, or in the dis- 
play window. The wide, flat surface of 
the frame lends itself to a wide range 
of decorative treatments— 
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Lighter Colors For Many Articles 
As Result Of New Order 
Far-reaching controls over dyes and or- 
ganic pigments used in civilian clothing and 
other consumer products have been an- 
nounced by the Director General for Oper- 
ations with the amendment of War Produc- 
tion Board order M-103, concerning 
stuffs and organic pigments. In an action 
whose effects will be felt in the textile, 
leather, paper, paint, printing ink, lacquer, 
plastics, rubber and other industries, the 
WPB ordered the sale and purchase of all 
organic dyestuffs and organic pigments for 


dye- 


civilian use cut an average of 40 per cent 
below 1941 figures. The order is retroactive 
to January 1, 1943. The sole exceptions are 
dyestuffs and organic pigments derived from 
vegetable sources, inorganic dyes, and or- 
ganic dyes synthesized or produced from 
relatively non-critical materials. 

Textiles and clothing will no longer be 
made in so many bright or dark shades as in 
the past. Clothing manufacturers will be 
required to spread their supply of dyes and 
the result will be lighter shades in all types 
of fabrics. Printed fabrics will contain a 
larger amount of white space than is now 
the case, and brightly colored prints will 
be less available than in the past. Some 
shoes will be made in lighter shades, par- 
ticularly in such colors as brown, blue, and 
red. Colored paper will be less varied and 
will be manufactured generally in lighter 
shades. 


Numerous Kieffer Proteges 
Now In Service 

Clement Kieffer, Jr., reporting from The 
Company, Buffalo, repeats the 
story heard so frequently these days: “We 
are very short handed and it is a problem 
to cover thirty-three windows and the inte- 
rior as per our weekly schedule.” Among 
Kieffer’'s proteges who are now in service 
are: Pvt. William M. McCauley, Medical 
Division, Company G, Atlanta; Cadet Val 
F. Decot, Navy Pre-flight School, Chapel 
Hill, N. C.; Pvt. Henry L. Hess, 227th Sig- 
nal Corps, War College, Washington; Sea- 
man Edward P. Browder, and Pvt. Louis 
Ringel, addresses unknown. Still another 
member of Kieffer’s staff is expected to leave 
for duty soon. 


Kleinhans 


Dennison Releases 
“Display Ideas" 

An interesting, well-illustrated booklet en- 
titled “Display Ideas” has been issued by 
Dennison Manufacturing Company, Framing- 
ham, Mass. It shows novel and effective 
uses of crepe paper in window display, with 
particular reference to settings. 
Copies are available on request. 


seasonal 





Mileage Conservation Program 


Suggests Use Of Display 

Included as a part of the mileage con- 
servation program prepared by the Office of 
Price Administration and approved by the 
Office of War Information is a group of sug- 
gested window and_ interior displays. 
Sketches and full details are available in 
loose-leaf form from the OPA, Washington. 
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“| FEEL SAFER WITH 
EATON GRASS MATS 
IN MY DISPLAYS...” 





tc Inflammable displays in show-windows and within the store 


catching settings with Eaton Grass Mats. 


type of merchandise—and use them over and over again. 


are a serious fire hazard! 








Play safe—and get colorful, eye- 
Use them with any 
Special fire- 


proofing treatment of Eaton Grass Mats makes them safer in use and in 


storage. 


They are mildew-proofed, too, to prevent discoloration. 


Order 


today from your display jobber for Spring displays. 


EATON BROTHERS CORP. 
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=ART SNOW 


A pure corn product. Manufactured 
especially for display purposes — soft, 
light, fluffy also used in Hollywood 
studios. Non-perishable, non-inflammabhle. 


very realistic, inexpensive. 


Very practical for window or other 
display purposes. Samples and prices on 
request without obligation. 








—=Miller Cereal Mills 00°)". Ne. 








RIBBONS 
by 
TAKFFEL 


Send for Free Booklet 
TAFFEL BROS., INC. 


95 Madison Ave., New York 









PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS 








illustrated 
they are 


cards 
that 
not “finished” examples in any respect. 


A glance at the display 


here is sufficient to indicate 


Yet they do function in a number of ways. 
The copy and color chosen for each card 
are the uniting elements between display, 
merchandise and prospective customer. Truly, 


then, the display card is “the tie that binds.” 


In example No. 1 we refer to fishing 
tackle, using a white card with lettering in 
two tones of green. White for “air, sand 


and cleanliness ;” green for water, and also 
with the 
background 


Card No. 2 is « 
Lettered entirely in 


to tie in pale green of the window 


lesigned as part of a sports 
hat display vellow on 


a black mat trimmed with green, it becomes 


the pertect “mixel ”" The vellow letter is tor 
visibility; the black mat, trimmed in green, 
is to tie in with display properties of black 
and green 

Figure 3 refers to durability of the met 


displayed. With the general color 


chandis« 
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The Tie That Binds 


By E. H. TACKNEY 
Tool Shop Sporting Goods Co., Detroit 


same as that of 
above, we 


scheme ot the display the 
the hat presentation mentioned 
again resort to yellow, black, and green for 
the card. <A different lettering 
however, give it an individual 


layout and 

technique, 

appeal 
Illustration No. 4 


Quoting the message 


fact. 
as pe ssible, 


simply states a 
as briefly 
we allow unusual lettering style to lend in 
terest to the statement. Here again a black 
mat is used to set off the lettering, which in 
This 


nicely as these 


this case is white and orange. card 


blends into the display very 


same colors were prominent in display ac 


cessory and merchandise alike. 


It will be noted that no card used is with 


out the signature of the store—a_ policy 
which pays dividends in name circulation, 
thus familiarizing the prospective customer 
with the identity of the store and helping 
them to remember where they can obtain 


such merchandise as we distribute. 


\nother noticeable thing about these cards 
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is the fact that they are direct, without frills, 
right to the point in message and technique 
We feel that this method is particularly fit- 
ting for the display of sports equipment oi 
all sorts. 


Bromel & Sons Purchased 
By Detroit Firm 

\. J. Bradford, president, Motion Picture 
Engineering Detroit, has an- 
nounced the acquisition of the plant and fa- 
cilities of Carl Bromel & Sons, Detroit dis- 
Carl Bromel, founder of the 
organization, has been in the 


Company, 


play studio. 
business for 
more than thirty vears. He is being retained 
as production engineer. 

Motion Picture Engineering Company, be 
cause of its all-out activities in the pro- 
duction of war materials, has had a definite 
need for a plant of this type where certain 


requirements for training and educational 


devices can be met. 
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VEGETABLES... For Your Home Front Display 


For 
Victory Gardens 


Nutrition 


* 


Health Conservation 
* 
These vegetables are completely 
realistic in color and shape. 
They are made full round of 
crepe paper and stuffed. Sizes 
range from 3 high for the 
tomato to 18 for the corn. 


Set of 16 Vegetables—A-9115-Q 


>| 3:35 


Stand and Vegetables, Comp te 


$ 37-35 





Complete 
Vegetable Set 


Yam — Pepper — Beet — Cab- 
bage — Carrot —— Bean — Rad- 
ish Turnip — Corn Cu- 
cumber Lettuce Green 
Onion — Parsnip — Tomato 

Potato Dry Onion 

* 

Order today for your March and 
Spring Retailers’ War Campaign 
Tie-in Displays. 
Send today for your copy of the 
New Victory Spring and Summer 
Catalogue, showing Schack’s fine 
line in detail. 


The Schack Artificial 
Flower Co. 


321 W. Van Buren St., Chicago 





Speaker Points To Display 
As Living Index 

Speaking before the War Saving Fashion 
Show at the recent convention of the Na- 
tional Retail Dry Goods Association, Anne 
O’Hare McCormick, of the New York Times, 
had the following to say regarding display 
as an index to living conditions : 

“IT have learned that the best way to learn 
important things about people is by window 
shopping. The first thing I do when I ar- 
rive in a strange town in a strange country 
is to walk down the main streets and look in 
the store windows. There you see what they 
have and what they haven't, the books they 
read, the clothes they wear. You can see 
what they eat and how they cook it, how 
they furnish their houses, how common or 
uncommon are plumbing fixtures, electric 
gadgets. You can see where the imported 
goods come from, France or Germany, Eng- 
land or the United States, and thus gauge 
the currents of trade. The show windows 
are the true mirror of the standards of taste, 
of plenty and poverty. They show the de- 
sires of human beings, and with almost 
mathematical precision what proportion of 
the population if any can buy luxuries and 
what proportion can buy nothing except the 
barest necessities. 

“Tt is not by accident that the store win- 
dows of German cities today are dressed up 
with goods that nobody is permitted to buy 
at any price. The displays are intended to 
present the appearances of normality, not for 
visitors, for there are almost no travelers 
anywhere in Europe, to keep up the morale 





of the German people, who know they are 
for show only and yet are cheered up by 
this form of theatre as the men at the front 
are diverted by plays and movies depicting 
normal life. 

“Store windows, in other words, are a 
front. Who shall say they are not a fight- 
ing front? In these days they show forth 
what we have to do without, what we can 
make of what we have left, how bravely 
and imaginatively we can adapt ourselves 
to change. The war industries are spread 
ing work and purchasing power to an extent 
unknown in this country since before the 
crash of 1929. There are millions of new 
buyers for smaller quantities of goods, and 
for that reason the accent is on quality. 
The new buyers want things that will last, 
they want help in buying from honest and 
experienced merchants, they want to buy 
things for this season instead of next, and 
this as much as the war shortages 1s going 
to force new timetables and new techniques 
in the art and business of selling. 

“This month, for instance, is really the 
first month of winter. Yet until this year, 
the store windows of the land, from New 
York to Middletown, looked as if the whole 
population was preparing to migrate to Palm 
Beach. That is not only unreal and a little 
funny, but from the point of view as an ig- 
norant outsider, it is bad business. I look 
in the windows and I decide it’s too late to 
buy the winter coat or the dinner dress I had 
put off buying until after the Christmas 
rush. And in July, when most of the people 
of this country begin to think of vacation, 
supposing they have a vacation, who's going 





to stock up on summer frocks when the win 
dows are full of fall suits and turs? 

“| admit this is characteristic of the Amet 
ican temperament. We are forward-looking 
in the most literal sense. We want to see 
next season's styles. We want to see the 
shape of things to come. More than any 
people on earth, we live in and with the tu 
ture. Until you have people who have lost 
all sense of the future, you can not realize 
how devastating that loss is—the loss ot 
hope, of anticipation, of life going on. Mail 
lions of human beings in Europe are living 
in that state today, their lives bounded by 
the day and its evils, always hungry, always 
afraid, always waiting, warmed only by the 
fires of resentment. This is an animal ex 
istence, more like death than life, and if the 
apathy it creates lasts long enough, I shud 
der to think of what we shall find in Europe 
when we liberate it. 

“IT don't know now how much these des 
perate people hope in us. But at least we 
still represent life going on, and I suppose 
when you come down to it, what we are 
really fighting for is for what we have al 
ways had and all peoples desire more than 
anything else on earth—something to look 
forward to, the faith not merely that to 
morrow will be better than today but that 
there will be a tomorrow.” 


Katherine Wuest 


Joins Meis 

Vid Rosner, display manager for Meis De 
partment Store, Terre Haute, has appointed 
Katherine Wuest as first assistant. She was 
formerly with the Forney Studio, Cincinnati, 
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Advance VDC Themes 


Official themes selected for the Retailers 
War Campaigns Committee promotion dur- 
ing the month of March are listed by the 
Victory Display Committee as follows : Food 
March 1-14; Victory Gardens, 
March 1-14; Red Cross War Fund, March 
1-31; “Stamp-a-Day” Club, March 1-31: 
General conservation, March 15-31. 

The public’s attitude, so far, on food 
been that of disappointment and surprise at 


sharing, 


has 


shortages caused by the enormous 
fighting men, not to 
mention supplies for our Herein is 
an unparalled opportunity for American re 
tailers to sell the necessity for food conser 


shortages 
needs of millions of 


allies. 


vation and food sharing to the public, and 
will for themselves at the 
Perhaps the greatest national 
kitchen, 
condi 


build up good 


same time. 
food need is resourcefulness in the 


constructive adaptation to wartime 
tions, greater willingness on the part of the 


individual family to change food habits, plan 


food use more carefully, shop with greate 





+ GIVE MORE...GIVE DOUBLE TO YOUR RED CROSS 1943 WAR FUND + 


care, and save food wherever possible. It 
is this message that the VDC wants to get 
across to the public during March. 

Most men turn their thoughts gardenward 
as spring peeps over the horizon, and the 
VDC promotion of Victory Gardens is timed 
with that annual urge. Every 
store can participate in a variety of ways— 
merchandising of garden equipment, garden- 
ing clothing, or by straight institutional dis- 
plays. Such displays will find willing spec- 
tators, for people are intensely 
scious this year and are beginning to realize 
that they must supplement their normal pur- 
chases with food of the home-grown variety. 


to coincide 


food-con- 


The big Red Cross War Fund drive of 
1943 starts March 1. One hundred and 


twenty-five million dollars must be raised, 
much more than the last drive—but the need 
is twice as great. Wuth our far-flung battle 
front and rapidly growing armed forces, the 
Cemands on the Red Cross have doubled and 
trebled on both the home front and the war 


front. To put this drive over the top, the 
all-out promotional effort of every retailer is 
absolutely necessary. 

Continuing throughout the month is the 
“Stamp-a-Day” promotion to help “stamp 
out” those hundred million partly-filled War 
Stamp books and convert them into bonds. 
The Treasury's great promotion for March 
is a “natural” for every store. A suggested 
display is pictured here. 

And, finally, the theme of General Con- 
servation must be given attention—‘Use it 
up—wear it out—make it do!” Utilities can 
promote the preservation of those irreplace- 
able appliances. Department and _ variety 
stores can promote aids to prolong the use- 
ful life of clothing and household equipment. 
Dry cleaners can emphasize the need for 
proper cleaning and storage of garments. 

Full details on these subjects, or others 
connected with the VDC, can be obtained by 
writing the Victory Display Committee, 3609 
Arthington street, Chicago. 
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Australia Bars Promotions 
Based On Christmas, Easter 

The Country Trader, business paper pub- 
lished in Sydney, Australia, reports that 
merchants of that nation are incensed by an 
order by the Minister for War Organization 
of Industry. Under the provisions of the 
regulation, no advertisement of any kind, 
including window or interior display, may 
refer to Christmas, New Year, or Easter in 
connection with the promotion of any mer- 
chandise; likewise, the mere mention of 
“Christmas gifts” or “Easter gifts” is barred, 
as is the use of holly, bells, and the like in 
any advertisements or displays. “Greet- 
ings” 1s permitted as long as the word 1s not 
associated with “Christmas,” “season,” “New 
Year,” or “Easter.” Merchants “down un- 
der” are subjecting the measure to a liberal 
portion of ridicule. 


Los Angeles Article 
To Be Resumed Later 

“Dick” Whittington, who has served as 
DISPLAY WORLD's reporter and photog- 
rapher in Los Angeles for several years, 
has had to discontinue his regular illustrated 
article for the time being due to strict dim- 
out regulations, his studio’s loss of person- 
nel to the army, and numerous other reasons 
brought on by the war. In the meantime, 
DISPLAY WORLD will attempt to carry 
as much information as possible from that 
area, since Los Angeles is recognized as one 
of the nation’s important centers for display 
ideas and treatments. 





Peake Is Elected 
By Baltimore Club 

Harry Peake, Regal Shop, has been elected 
president of the Display Guild of Baltimore. 
Assisting him are Carl Ault, Hecht's Reli- 
able, vice-president; J. FE. Bonnett, Hecht 
Brothers, treasurer, and Frank Malehorn, 
Mayer's, Inc., secretary. At the same meet 
ing, two new members were taken into the 
club. They are Henry D. Morris, Schleis- 
ner & Co., formerly with Gimbel’s, Phila- 
delphia, and Elmer Schwartzman, Lane Bry- 
ant’s. The annual party of the Guild is being 
planned for the Emerson hotel and will be 
held soon. 


Private Wants To Hear 
From Friends In Display 

Pvt. I. R. Hamberger, formerly Eastern 
representative of David Hamberger, Inc., 
New York City, writes from the Hawatian 
islands to say that he would like to hear 
from his display friends. He can be reached 
as follows: Pvt. I. Reuben Hamberger, A. 
S. N., 12143277, 29th Quartermaster Corps 
Co., A. P. O. 958, in care of the postmaster, 
San Francisco. 


Metropolitan Opera Prize 
Won By O'Clare 


First prize in the local window display 
contest sponsored by the Metropolitan Opera 
Association has been awarded to Dana 
O’Clare, display director for Lord & Taylor, 
New York City, until he joined the armed 
forces a short time ago. Second place went 
to the Roger Kent Stores, and third prize 
to Charles of the Ritz. 
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PRE-DESIGNED stow counrer..sospiay CARDS 





Really to Lele 


AT LAST—pre-designed display and price 
cards to make your jobs easier, quicker, 
more beautiful. All you do is the letter- 
ing and set them up. 12 artistic, versatile 
designs prepared by Carlyle and Oring. 
foremost artists, art authors, art consult- 
ants. Printed on heavy, quality stock. 
Suitable for any window, counter, mer- 
chandise or store. You have to see them 
io appreciate their beauty and value in 
your work, 


Order set illustrated; you'll be convinced! 
Send no money! 





EACH KIT CONTAINS 
2—10%" x 16%" 
4— Os" x 7%" 
12— 55s" x 4%" 
8— 4° x4 3%" 

24— 25x 2%" 

4B— 156" x 1s” 





TRADE AND 
QUANTITY PRICES 
UPON REQUEST 





98 CARDS OF ANY ONE OF 
12 ORIGINAL DESIGNS BY 
CARLYLE and ORING $9945 


C.0.D. AND POSTAGE PREPAID GB C.0.0. 




















98 CARDS IN ALL 
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CHICAGO CARDBOARD COMPANY 


666 W. WASHINGTON BLVD. 


CHICAGO, ILLINOIS 


Title Registered VU. S. Patent Office 
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OUR PLATFORM 
1. The Promotion of Display. 
2. More Display Cooperation by Manufacturer 
and Merchant. 
3. Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 


5. Greater Appreciation of Display's Power in 
Merchandising. 


6. Absolute Independence of Our Editorial 
Columns. 
VOL. XLII FEBRUARY, 1943 No. 2 


3-A Displaymen 
To Be Reclassified? 
Back in World War No. 1 they called it 
“Work or Fight” when draft boards were 
thinking in terms of manpower employed in 
“nonessential” industries. But Chairman 
Paul V. McNutt, of the War Manpower 
Commission, used no slogans in announcing 
two weeks ago that men working at thirty- 
occupations, as well as in nineteen 
manufacturing industries, eight 
and retail trades, and nine service activities 
were being given until April 1 to leave their 
present jobs and get into an essential occu- 
pation or induction. 
Included in the list. of 


four 
wholesale 


face immediate 
“nonessentials” 
were “signs, and advertising displays.” 


McNutt told a 


cause a man is married and has children is 


press conference that be- 


no longer sufficient reason for his continued 
deferment from military service, adding: “A 
man to deserve deferment must be doing 
something to help the nation’s war effort.” 

McNutt made it plain that the 
sion’s action was “only the beginning.” “This 
is the first list—a small, unquestionable list,” 
he said. “It is not the list. It 
will be enlarged.” 


commis- 


permanent 


He suggested that the industries specified 
could replace inducted employees with wom- 
en and older and handicapped workers. 

If the proposed program goes through, and 
there is believe that it will not 
unless considerably modified, Selective Serv- 
ice Boards will, on April 1, begin taking 
men in the specified occupations out of Class 
3-A and will place them in 1-A, subject to 
immediate call regardless of dependents. 

If this step were to be taken the display 
personnel problem, already acute, would be- 
come a nightmare over-night. But there is 
probability that the 


reason to 


said to be a_ strong 


WMC's plan will have to undergo drastic 
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revision before it will have the blessing of 
Congress. A number of congressmen believe 
that McNutt’s proposal exceeds his author- 
ity, and are planning to challenge the plan 
in the Senate and the House. Still others 
are said to be behind a movement to intro- 
duce a bill providing for the induction of 
all single men and married men without de- 
pendents before those with dependents can 
be summoned for duty in the services. 

At the present time it appears that some 
definite action will be taken before the dead- 
line of April 1 is reached. Just what form 
that action will take remains to be seen. 





Convention Decision Withheld 

By N. A. D. I. Until March 

“At recent meetings in New York City and 
Chicago, the National Association of Display 
Industries went on record as not opposing 
a national display convention for 1943, but 
agreed to withhold its support of such a con- 
vention for the time being. It was felt that 
unless conditions have materially improved 
by the latter part of March, the convention 
should not be held this year. 

At the same meetings it was agreed that 
no member of the N. A. D. I. would be per- 
mitted to donate to groups or other organi- 
zations or to carry courtesy advertising in 
unrecognized pamphlets, programs, or locally 
sponsored bulletins. It was explained that 
it is not the intention of the association to 
withhold support of worthwhile causes, but 
to eliminate the ever-increasing financial 
drain on the members, through which no par- 
ticular benefits accrue. 

The N. A. D. L, organized in June, 1942, 
operates under the guidance of a board of 
directors comprised of manufacturers repre- 
senting each section of the country and 
classification of manufacturing. In this way, 
all problems pertaining to certain classified 
groups or geographical locations can be 
brought to the attention of the whole indus- 
try and, by complete representation, be 
worked out without discrimination for or by 
any individual or group. 

The worth of the organization is particu- 
larly apparent in these trying days for manu- 
facturers, when the mutual exchange of ideas 
and an unbiased viewpoint toward the in- 
terests of the industry as a whole can be 
made mutually beneficial to all members of 
the industry through the operation of an 
association working for the benefit of all. 

Full details on membership in the N. A. 
I). I. can be obtained from Joseph I. Adler, 
\dler-Jones Company, 521 South Wabash 
avenue, Chicago. The organization at pres- 
ent has twenty-three members. The follow- 
ing are in addition to those not previously 
listed in DISPLAY WORLD: L. J. Char- 
rott Company; Decorative Plant Company; 
Greneker Studios, Inc., and P. C. Mileo, all 
of New York City. 
Displayman's Brother Hailed 
As Guadalcanal Hero 


Considerable and newspaper 
space has been devoted in the past few weeks 
to Rey. Frederick M., for his 
splendid work on Catholic 
forces on that island. 
Gehring is the brother of Louis 


newsreel 


Gehring, C. 
Guadalcanal as 
chaplain of the navy 
Father 
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Gehring, New York display designer and 
consultant, whose sketches appear as a regu- 
lar feature in DISPLAY WORLD. 

The Brooklyn Eagle recently carried a 
story written by Father Gehring’s aide which 
said, in part: “Time after time I have seen 
a Catholic major or colonel call for Father 
Gehring to take him to the front line of the 
battle where he would hear confessions and 
give holy communion. . .. It was indeed an 
inspiring sight each evening to see Father 
Gehring, after a hard day’s work, bring 
out his violin and entertain the boys until 
the smoking lamp went out. ... When bombs 
and shells dropped in our area almost daily, 
perforating his chapel tent with innumerable 
holes and ruining much of his belongings, 
all he did was venture forth and continue 
his work in the same spirit as if he had 
been through such bombings before, and 
from what he told us, he had weathered the 
war in China. (Father Gehring formerly 
conducted a mission at Kanchow, China, for 
many years.) From this wonderful courage 
the men found the faith and strength to 
carry on.” 

The New York Times on January 19 de- 
scribed Father Gehring’s part in the rehabil- 
itation of a four-year-old Chinese girl found 
on Guadalcanal, who had been slashed with 
a sabre, struck on the head with a gun-butt, 
and left for dead by the Japanese after her 
parents had been killed. “Although she was 
Paopai, which is Chinese for Precious Pet, 
to several thousand men on Guadalcanal, it 
was impossible to keep her there,” Father 
Gehring said. He later conveyed the child 
by airplane to a mission at an advanced 
South base, where she is now under 
the care of the Sisters of Saint Mary. 


Seas 





PAPER FLOWER MANUFACTURE 
BANNED 


[Continued from page 5] 


we understand it, we could go ahead with 
making up cloth flowers, but for the giant 
effects that are now popular, the price would 
be quite a handicap. 

“When the wire situation came up we had 
the same problem and got under it by get- 
ting permission to use wire in stock. If 
that is granted in this case, we will con- 
tinue about as we are going. Otherwise, 
it looks as though another ‘small business’ 
would be closed up for the duration, not- 
withstanding the fact that last year we put 
out for the Treasury many, many thousands 
of dollars worth of War Stamp corsages. 
It's too much to be expected, however, that 
the War department would recognize a pro- 
duction for the Treasury department. 

“The amount of paper used in the arti- 
ficial flower trade isn’t ‘a drop in the bucket.’ 
However, one has to expect these things in 
the prosecution of the war and we are going 
to cooperate as best we can.” 





Giessing Appointed 
By Tailored Woman 

Paul Giessing has been named display 
manager for The Tailored Woman, Inc., New 
York City. He was formerly with Bloom- 
ingdale, New York, and with Lit Brothers, 
Philadelphia. 
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Zilker Suggests Plan 
For VDC Distribution 

A. J. Zilker, Krupp & Tuffly, Inc., Houston, 
as chairman of the local Victory Display 
Committee, has worked out a method of dis- 
tributing VDC posters which may be of help 
to others confronted with the same problem. 
He reports: 

“Our biggest problem has been the dis- 
tribution of War Bond posters, which are 
sent to us by the Treasury department. We 
found that very few, if any, of the local 
displaymen had time to get out and dis- 
tribute these posters themselves. It was up 
to us to find someone to do it for us under 
our supervision, so we turned to the Sam 
Houston Area Boy Scout Council and told 
them our problem. They at once promised 
full cooperation. 

“Our committee decided that we should 
show our appreciation to these boys, and 
doing it without considerable expense then 
seemed to be our problem. Finally we de- 
cided to give them a certificate of appre- 
ciation for their work, but before doing 
this it was necessary to get the permission 
of the local Boy Scout office to issue them, 
which they granted. At first the office did 
not think very much of the idea, but we have 
been using this method since the first of 
December with splendid results. 

“Every Saturday, or as often as needed, 
they supply us with about fifty boys who 
cover the entire downtown area leaving pos- 
ters in the leading stores. 

“Here are the results: Saturday we called 
for six troops to distribute posters for the 
WAAC enlistments and the President's 
Birthday Ball. Instead of six troops show- 
ing up we had nine, many of these boys 
coming back for their second and third cer- 
tificates. If their enthusiasm continues, we 
will have to eliminate some of them in some 
way. It is thrilling to see the spirit of 
these boys and the thought that they are 
helping in the war effort thrills them. 

“We try to get newspaper publicity for 
each distribution of these posters and it 
works like the proverbial pat on the back. 
It helps keep up their enthusiasm and keeps 
them going at full speed. If our method of 
solving the problem of distributing these 
posters can be of help to any other Victory 
Display Committee, we are glad to pass it 
along.” 

The certificate mentioned by Zilker is 9 by 
6 inches, with a faint reproduction of the 
Boy Scout badge in the central background. 
It reads “Presented to (name) in apprecia- 
tion for services rendered in the distribu- 
tion of War Bond posters.” At the left is 
a space for the date, and at the right appear 
the words “Victory Display Committee,” with 
a space for the chairman’s signature. 
Weinstock, Lubin Appoints 
Kellogg To Succeed Morton 

Vallee Kellogg, for the past ten years 
with Weinstock, Lubin & Co., Sacramento, 
Calif., has been appointed display manager, 
succeeding Charles W. Morton, deceased. 
Before joining Weinstock, Lubin in 1933, 
Kellogg was with The Emporium, San Fran- 
cisco. Carl Aulick, who was Morton's first 
assistant until he went into the armed forces, 
is now a lieutenant-colonel. 


New York Display Factors 
Attend Salvage Meeting 

A dinner meeting of the New York Ad- 
vertising Signs and Display Industries sal- 
vage group was held February | at the Hotel 
Pennsylvania. The principal speaker was J. 
Urove, representing the Industrial Salvage 
Section of the War Production Board. Urove 
urged that those present check their own 
plants for salvage materials, as well as can- 
vassing neighboring firms and customers for 
metal scrap that is badly needed for conver- 
sion into new steel. 

In the New York group—one of fourteen 
established throughout the country—there 
are now 166 firms listed as cooperating in 
the movement. 

(hose who attended the meeting were L. 
Alrod, Bliss Displays, Inc.; Murray Gold- 
smith, M. Goldsmith Company; Joseph Shen- 
ker, Shenker Displays; M. Schwartz, Crafts- 
men Photos, Inc.; E. G. Clarke, FE. G. Clarke, 
Inc.; S. A. Sherer, Fontaine Products, Inc.; 
Martin Fleischman, Fleischman Displays; J. 
Bohan, General Outdoor Advertising Com- 
pany, Inc.; H. Coopersmith, H. & H. Display 
Mack Maharam, Maharam 
Fabrics, Inc.; J. Glynn, Manhattan Dial 
Manufacturing Company; R. Rosenbaum, 
Walter Marshak, Inc.; H. Pargament, Harry 
Pargament, Inc.; A. A. Senft, Sterling Sign 
Company, Inc.; Ralph W. Adler, Jas. B. 
Williams, Inc., and V. W. Sebastian, DIS- 
PLAY WORLD. 


Service, Inc.; 


SELF-SELECTION: PRESENT AND 
FUTURE 
[Continued from page 18] 
partment, we hope to be able largely to adapt 
fixtures on hand to the character of the de 
partments. 

Reduction of overhead to a minimum is 
expected to be a by-product of this move 
ment to augment inadequate personnel. Oper- 
ating costs which have mounted in recent 
years may be expected eventually to fall off 
in retail stores adopting self-selection dis 
play. Super-markets have proven that oper- 
ating costs go downward with self-selection 
as the basis for selling 

An interesting result of self-selection is ex 
pected to be the increase of sales to the male 
customer. Since the days of the friendly 
neighborhood store, men have purchased less 
and less. Recent experiments with self 
selection show that men prefer to buy from 
this type of department. They like to see a 
full selection of the merchandise and to read 
informative signs giving the complete fac- 
tual story. 

Of all the senses, sight is the keenest and 
causes the quickest reaction to stimuli. Self- 
selection is bound to appeal to the masses in 
the most understandable way, through the 
eye. Undoubtedly there will be much of in- 
terest to watch with the development of self- 
selection as display approaches its highest 
peak of achievement. 

Change Of Location 
For Bishop 

The Bishop Publishing Company, producer 
of processed display panels, has moved to 
new and larger quarters at 427 Randolph 
street, Chicago. The company was_ for- 
merly located at 155 East Superior street. 
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THE REYBURN MFG. CO., INC. 
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THEATRE 


The Russian offensive has had a salutary 
effect on Broadway. Currently there are two 


fine plays about Russia and another is 
In one play a closing 


The day 


opening this week. 
line is “a brighter day is coming. 
of wars and invasions is over...” That 
play is Anton Chekov’s “The Three Sisters” 
and was written in 1901. The other play was 
written in 1942 and it carries the message 
of a people who are also looking forward 
to a brighter world without wars but who 
are passionately resolved to see this one 
through to victory. It has the ringing words, 
“Not one step back. Die and stand. Fight 
and stand. Suffer ten wounds, but stand!” 
This play was written by the Russian war 
correspondent, Konstantin Simonov, and 1s 
called “The Russian People.” soth plays 
are equally moving and interesting, although 
they are so different, and both have been 
skillfully set to the temper of the period 
they were written in. 

“The Three Sisters” has a_ star-studded 
cast which includes Katharine Cornell, Ju- 
dith Anderson, and Gertrude Musgrove as 
the sisters, and Ruth Gordon and Dennis 
King. The foil for this exciting cast is 
the distinguished sets by Motley, of London. 
“Motley” is a trade name used by Peggy 
Harris and Elizabeth Montgomery, who have 
designed many productions for the London 
stage, among them John Gielgud’s “Richard 
of Bordeaux,” and numerous Old Vic theatre 
The firm of Motley has been in this 
country for two years, and has designed cos- 
tumes for the American theatre, but “The 
Three Sisters” is their first setting for the 
New York stage. 

The action of the play takes place at the 
house of Prozorovs in a Russian provincial 


plays. 


town—a house and a town which the three 


i AAS By BARBARA BAER 


sisters are very anxious to leave. Their 
ambition is to go to Moscow to live. The 
first act shows the living room and dining 
room as directed by Chekov, who suggested 
that the dining room table should be seen 
between two white pillars. This is very 
effective. In the foreground or front of the 
stage is the living room, and far to the rear 
is a snowy white table set for dinner when 
the curtain goes up. At times the whole 
cast is seated at the table in the rear. When 
an actor has something important to say to 
another he comes forward, giving the audi- 
ence a sense of intimacy. The entire set for 
the first act is very well planned for staging 
effects. On the exit to the right a glimpse 
ot hall is seen with the steps that go down 
to the front door and up to the bedrooms. 
Another bedroom opens off the living room 
farther down stage, and in the back on the 
left is an exit to the servants’ quarters. The 
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total effect is one of spaciousness and soft- 
ness. There are yellow seats on the dining 
room chairs, with the color note carried for- 
ward by means of a yellow lamp shade. The 
walls of the living room are papered in a 
dull red flower pattern, and in the dining 
room with a flower design in pale blue. The 
blue is echoed in the hallway where there 
is a striped blue and white paper. 

The second scene in the bedroom of one 
of the sisters shows a sitting room and 
through an arched doorway a big brass 
bedstead. The third scene is laid in the 
garden. This setting is given a touch of re- 
moteness by the white picket fence which 
runs across the stage to the house which is 
on the right. There is a pink wall and a 
small porch. On the porch is a table with 
a white lace cloth and behind it a window 
with a white lace curtain. The backdrop 
shows the river and the opposite shore. The 
fence makes a wonderful prop as the char- 
acters stand on either side, talking, and 
leaning against it. 

“The Russian People” has one scene where 
the setting might easily have been much 
like that for “The Three Sisters.” It is the 
house of the mayor of a town occupied by 
the Nazis. Since, as in the case of “The 
Three Sisters,” it is the house of a fairly 
well-to-do person, it might have had the 
same dignity and charm. But the mayor is 
a man who has neither pride nor dignity. 
He has turned traitor to his country and is 
helping the Nazi commander in every way 
possible. His house is seen, therefore, by 
Joris Aronson, the designer, as a symbol 








ot well-to-do misery. The walls here, too, 
are of red and white flowered paper design. 
But the stripe in the paper gives the set a 
twisted, tortuous feeling and the heavy fur- 
niture becomes a symbol of the tyranny. 
By contrast, the bare railway station 
which serves as staff headquarters for the 
stranded outpost of the Red army seems a 
cheerful place. Everything is orderly, and 
although the station is in reality a deserted 
place with rough walls it has become an 
office and a home. On the walls hang fight- 
ing posters and a portrait of Stalin. There 


—From "The Russian People" is pictured one 

of the principal scenes—the living room of the 

Quisling-like mayor. Settings are by Boris 

Aronson. . At the left is a scene from 

Katherine Cornell's "The Three Sisters;" set- 
tings are by Motley of London— 
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LOOKS LIKE 


Sensational Lining and Cov- 
ering Papers By Makers of 
COVERAY give you the rich appear- 


ance of costly rare wood panels at lower cost 
than many ordinary display papers. Ideal for 
backgrounds — lining display cases — covering 
shelves and tables or any similar use. Easily 
tacked, glued or pasted on and is ready for 
immediate use. Some numbers have a 100% 
washable baked-on enamel finish—all printed 
in washable inks. Unusually wide—40” to 48” 
—z25-ft. rolls—$1.50 to $2.00. Many other ef- 
fects available with CLOPAY display papers. 
Write for samples. 


GARRISON-WAGNER CO. 


1629 Locust st. ST. LOUIS, MO. 








MORE and BETTER 
DISPLAYS 


when you utilize the 
unmatched beauty of 


FLOCK 


Displays need no longer be dull 
and unattractive when you have 
available the beauty and dignity 
of colorful flock. 





In flock you have a non-critical 
material still available in all 
needed quantities to execute any 
display order. 


Flock is easy and economical to 
use and can be had in a wide 
range of beautiful colors to meet 
the requirements of any color 
scheme. 


BE SURE TO USE 


M-L FLOCK 


FOR BEST RESULTS 


MYERS-LIPMAN 
WOOL STOCK COMPANY 


Manufacturers Since 1875 


20-26 N. Moore St., New York City 
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—From the exhibition ‘Brazil Builds,’’ now on 
view at New York's Museum of Modern Art, 
is shown a view of one of Rio de Janciro's mod- 

| ern offices. Note particularly the fixed, vertical 
louvres called either ‘sun-breaks,"’ " 
or "brise-soleil,"’ as you prefer— 


is a typewriter in one corner. One almost 
forgets it is a railway station with a ticket 
window and a broken clock upon the wall. 
| The most effective scene, however, from a 
| dramatic point of view is a lonely spot on 
the river bank where a Red army captain 
heads a tiny detachment which is distract- 
plunging suicidally into 


ing the enemy by 
their lines. 
the backdrop, where the river is indicated 
| by broad dark strokes that disappear into 
cloud, 


Here the set consists mostly of 


|} an ominous sky in which an angry 
rimmed in red, hangs low. 

There is another current set which mirrors 
the leisurely dignity of the past. It is that 
designed by Raymond Sovey for the delight- 
ful comedy, “The Damask Cheek.” The ae- 
tion for “The Damask Cheek” takes place in 

| the upstairs living room of a house in the 
East Sixties in New York in mid-December, 
1909. The story 
(played with great charm by Flora Robson) 


concerns an English girl 


| who is always very reserved and dignified 
| until she finally “lets go,” 
| her careful and slightly pompous aunt and 


thereby shocking 


winning the love of her cousin who seems to 
preter girls who are “tast One of the 
nicest things about the set is the pink couch 
and the pink lamps which give the room a 
The room is interesting 


warm note of color. 
| because it uses some of what have become 
| the worst sins of decorating—to show how, 

in their era, they weren't so awfully bad. 

The shawl draped on the piano, the heavy 

fringes on the lamp shades and chairs, the 

pompous drapes, all seem warm and com- 
| fortable and pleasant and quite fitting for a 
house that is having a big party on a snowy 
| winter evening. 


| ON EXHIBITION 


At the Museum of Modern Art is an exhi- 
bition of Brazilian architecture, called 
“Brazil Builds,” which shows by means of 
| photographs, architectural renderings, draw- 


[Continued on page 44] 
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MORE THAN --- 
Beauty -Originality -Variety 


Our creations have been carefully 
planned for the display job to be 
accomplished. That is why you can 
depend on our line of 


ARTIFICIAL FLOWERS 
PLANTS and TREES 
DISPLAY NOVELTIES 
CUSTOM-MADE BACK- 
GROUNDS and DISPLAYS 


to meet your requirements. 





















































FOR 


Tomorrow's 
Display 


A complete line of 
WOMEN'S 
MEN'S 
BOYS' 
GIRLS' 
Modern 


Mannequins 
at Popular Prices 


Created by Master Craftsmen 
The New Yorker Mannequin .. 
© Two-Piece Bodies 
e Interchangeability 
© Durability 
® Light Weight 
® Removable Wigs 





. features 


See Your Distributor or Write Us 


NEW YORK MANNEQUIN CO. 


18 Greene St. New York City 











AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 


Send for the 


“In 1891 
we 
made 
the first 
one” 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS === 











—Sheaffer's newest display 
stresses the sharp legibility 
of "V-Black Skrip" for V- 
Mail. The single-plane die- 
cut card is suitable for win- 
dow or counter. Created by 
Forbes Lithograph Company, 
Boston— 


—The pictorial on the dis- 
play panel of the container 
for Miles Laboratories is in S| 
full color. Reproductions of ¢ 
the various sizes of packages a 
are on the bottom of the : 
container, creating the im- 
pression of another layer of 
packages even though a 
Mix. c me given size may be depleted. 
YOUR DAD | x1, Created and produced by 
Forbes— 


ex, ee 


he sxe 
HONOR A FIGHTING AMERICAN- 


FATHERS DAY 


J UNE 20 : Loe. Be “s, cao —The four-color Father's day 

Paes oe poster was painted by Her- 
bert Bohnert. It will be used ] 
lavishly during the Father- j 
War-Bond-Drive, May 20- } 
June 20. The Father's day ta 
war-stamp boutonniere, shown ee 
here, will be distributed as 
part of the drive. The 1943 
poster sets will be distrib- 
uted at cost, as before, by 
the National Father's Day 
Council, 9 East 4Ist street, 

New York City— 





—Kay Displays, Inc., New 
York City, did the two ''Seal- 
test" displays pictured. The 
aisle display is of wood fin- 
ished in lacquer and is about 
6 feet in height. It pro- 
vides the grocer with a fix- 
ture to merchandise related 
products. The insert frame 
at the top is for timely mes- 
sages. The unit is intended iV 
for long-time showing. The 
hanging mirror display is 
suspended from the ceiilng 
over the counter and holds 
interchangeable inserts. The 
mirror is tilted so the shop- 
per can see her face reflect- 
ed. The unit is of wood, 

lacquer finished— ! 





amiepiry © 


us 


—"Remember Mother . . . 
Bravest Soldier of them all!" 
is the theme of this year's 
Mother's day promotion. Mc- 
Clelland Barclay created the 
poster pictured here as the 
national symbol for the oc- 4 
casion. It is through the sale 
of this poster that the na- 
tional committee's non-profit 
work is financed— 





Sete tas 








tana 
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SELF-SELECTION SELLING 
[Continued from page 7] 

and concisely. Certainly if a large mail 
order house can issue two or three cata- 
logues a year and boil the facts about every 
piece of merchandise into brief copy that 
actually sells millions upon millions of dol- 
lars of merchandise, retailers can easily or- 
ganize their merchandise offerings to just as 
fine a picture of merchandise selections. 

In the retail store we offer the actual 
merchandise in third dimension. The cata- 
logue sometimes is terrifically handicapped at 
not being able to show the customer what 
she will actually receive. The methods and 
systems which the store will use to organize 
and simplify self-selection selling need not 
necessarily be “too busy” in appearance. 
Here again we ask that you compare the 
mail order catalogue of ten or twenty years 
ago with the one of today. It sells progress 
in catalogue merchandise presentation. 

Retail display has been doing a _ con- 
stantly improved job in display windows but 
generally it has not been asked to do much 
about the departmental or store interior 
presentation of merchandise. Frankly, the 
methods of showing merchandise have not 
generally been developed by the stores them- 
selves but more or less designed and pro- 
duced by manufacturers of store equipment. 
Obviously, there is good reason for trying 
to get mass production of any idea, whether 
it be a counter or a showcase, but certainly 
there is also good reason now for finding 
out how the distribution of goods can em- 
ploy the most economical methods. 

Store equipment, to a certain extent, will 
be revolutionized in the next few years, all 
because there are better methods of showing 
merchandise and these will be found as re- 
tailers everywhere begin to employ more 
ability and more thinking and designing in 
connection with merchandise presentation 
for self-selection. We do not urge at this 
time large-scale experimentations, but we do 
urge careful planning and designing on 
paper and after your committee or group is 
sure that the idea will function on paper, 
perhaps it is time to make an actual sample 
and see if it will function on the selling 
floor. Of course, you must always bear in 
mind the related effect of the store as a 
whole and we believe in this respect that 
you must consider more and more related 
selling of related merchandise. 

Selling of related merchandise is very im- 
portant in lowering the cost of distribution. 
Such tests as have been made on a na- 
tional scale in one particular department 
during the past two years prove definitely 
that related selling has many advantages. 
First of all, it increases the amount of the 
average ticket or sale. Next, it reduces the 
time required to make such a sale and it 
eliminates many smaller departmental sales 
and produces larger sales per square foot; 
it affords better inventory control and it 
auses retailers to think more and more in 
terms of best sellers. 

We believe, therefore, that self-selection 
will definitely encourage a wider adoption 
{ related selling. In many respects this 
vill interfere with present departmental buy- 
ng and accounting methods, but again we 

lieve that such methods will give way 

henever improved methods or results are 
own. We recommend that retail execu- 
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GLASS-BLOCK 
Merchandise 


DISPLAYERS 


An opportunity to use 


your own ingenuity .. . 


Unlimited arrangements 


and lighting effects . . . 


For windows and inte- 


rior displays . . . 


Available for immedi- 


ate delivery. 


The Art Products Ca. 


Lafayette Bldg., Detroit 
Photographs and Prices Sent Upon Request 











a \s¥ 
aris YOUR MANIKINS 


FOR THE SPRING SEASON 
NOW! 


We offer a complete repair and 
refinishing service at one low price. 


NOW SERVING 
R. H. Macy & Co. @ Lord & Taylor 
Saks-34th St. @ Gimbel Brothers 
John Wanamaker @ Stevens, Jamaica 
Ohrbach's, N. Y. and Newark @ Russek’s 
G. Fox, Hartford @ Flah & Co., Albany 
Davison-Paxon, Atlanta @ Jay Thorpe 

and other leading stores 

Pick-Up and Delivery in N. Y. C. Vicinity 
Express to and from All Points in U. S. A. 

TEN DAY SERVICE 


MADISONIA 


MANIKIN REFINISHING 
795 Broadway, New York City 
GRamercy 5-9117 
Send for Free Copy 
"10 TIPS ON MANIKIN CARE" 
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THAYER & CHANDLER AIRBRUSH 


for the particular artist 


Send for Cate/og $2 


THAYER & CHANDLER 
910. W.VAN BUREN ST., CHICAGO. ILL. 








BULKTON SEAMLESS 


“The Ideal Paper Sculpture Medium” 


Bulkton Seamless makes a definite contri 
bution to the War effort since it replaces 
such essential materials as lumber, press 
board and paints. Its quick and easy appli 
cation saves time Its extensive range of 
styled to fashion colors gives you the 
desired shade required for your window 
background. Bulkton Seamless is economical 
ind easy to apply 


CRUSH GRAIN 


LEATHERETTE 


Richness and beauty of fine leather 

NEW SCIENTIFIC PHOTOGRAVURE 

WOODGRAINS 
DEEPLY EMBOSSED 


DIAMOND QUILT 
* 


Samples and Color Charts on Request 
ze 


NEW CATALOG READY 
Write for your copy. 


BULKLEY, DUNTON & CO. 


Display Papers Division 


NEW YORK—295 Madison Ave. 
CHICAGO—2625 South Wabash 
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tives, buyers and others concerned with suc- 
cessful distribution of goods remain very 
open-minded on the subject of related sell- 
ing and that they continue with their own 
tests and keep the facts where they can be 
easily studied. Furthermore, in making these 
tests, be sure that you give each one of 
them ample opportunity to function. We will 
not discuss here the kinds of classifications 
of merchandise that are concerned with re- 
lated selling because certainly any good 
merchandising man can plan these related 
offerings by reason of his knowledge of 
things that go together. Perhaps before we 
have called this “Suggestive Selling,’ but, 
frankly, we have not allowed it to function 
because in most cases the real merchandise 
that was located in various 
departments and was not offered together 


could be sold 
by reason of store departmental or operating 
methods. 

A word about and design. Store 
equipment for the most part has been made 
of fine woods, and the like. 
Mrs. Consumer has had little if anything to 
do with the designing of equipment and I 
do not know that she has ever been asked 
liked this walnut or this 


color 
glass 


marble, 


if she beautiful 


The LISPLAY PARADE NO. 46 
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fine marble. Such materials were used 
mainly because they have always been used 
and perhaps also because they were rather 
easy to maintain and keep looking clean and 
orderly. Recently, in departments above the 
first floor, some very fine color schemes and 
new designs have made their appearance. 
In many cases they seem more related to the 
merchandise shown in these departments 
than did the fine old dark wood equipment 
and paneling. 

We visualize selling floors of retail stores 
as becoming constantly more interesting and 
definitely more related to the merchandise 
shown. We visualize methods that will allow 
easy description and for that matter, illus- 
trated description of interesting and quality 
points of the merchandise shown. We be- 
lieve also that because of self-selection cus- 
tomers will be inclined to buy better mer- 
chandise usually it has been the 
sales person that sold the customer “down” 
in quality or price for fear of losing the 
We further predict that customers will 
buy more and more of the well-known, na- 
tionally-advertised brands because of their 
confidence in quality offered. 

We believe retailing will now encourage 


because 


sale. 


—hy Tomy Brinker 









AW,ME... 
st SPRING ANO 
OBBIES (uTDOOR) A ROUND 
— GOLF, FISHING AND 49a) OF GOLF } 
RUNTING... ~ 


Qnooor)— READING 
AUTOBIOGRAPHIES 
AND INTERESTING 
ARTICLES 
NO FICTION 






BEGAN as FixtuRe Boy Ar FREMUTHS 
DULUTH, IN 1923, ANO LATER WoRKED ar ’ 
DIFFERENT STORES IN WISCONSIN. WIS 
FIRST REAL OPPORTUNITY CAME WHEN 
WE WENT TO WORK IN THE DISPLAY 
DEPARTMENT OF THE DAYTON COMPANY 
MINNEAPOLIS —_ - 


JACK 
wi 


DISPLAY DIRECTOR 
MADIGANS , CHIC AGO 


Arter A YEAR with THE DAYTON 
CO. MINNGAPOWS JACK JOINED 
—e FARGO, N. DAK. ANO wAs 
RE FouR YEARS_. yuEN ON 
+O cacaeo AND FoR THE PAST 
TWELVE YEARS WAS BE 
paren Ty EN DISPLAY 


MADIGAN'S. 
ICMICR GH 
| DusPLay 


Jack Became INTERESTED IN CLUR 
WORK A FEW YEARS AGO AND IN 1942 
WAS CLECTED PRESIDENT OF THE. 
CHICAGO DISPLAY CLUB, BEING RE- 
GLECTED FOR 1943 — We Is THOROUGHLY ) 
ae aoe IN OISPLAY ANO \TS ADVANCE— 
: TEO A-l IN 
WHO KNOW Mau. ene eae. 
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some of the best designing ability in Amer- 
ica for the purpose of helping make store 
equipment secondary to merchandise and 
more definitely functional to the individual 
needs of featuring the merchandise and the 
facts related thereto. We will use more 
of the skyscraper space of the square foot 
area in order to develop improved sales re- 
sults per square foot of area occupied for 
the purpose of reducing operating expenses. 
We will not be fearful of color because we 
have taught every American home to love 
and Stores will be more adapt- 
able to showmanship, either departmental] 
or store-wide, depending on the 
Showmanship properly designed and_ skill- 
fully used on a consistent basis will draw 
more traffic than bargains and costs tar 
less in gross profit. Much of this good 
showmanship related to merchandising will 
eventually be syndicated and scheduled 
much as we have come to know movies and 
theatrical attractions. The store of tomorrow 
will be a place that will appeal more and 
more to all five senses. 

As you make more and more plans and 
changes for the purpose of allowing cus- 
tomers a wider opportunity to do self-selec- 


use color. 


occasion. 


tion, remember always that seeing deter- 
mines 87 per cent of all purchases. The eye 
is the greatest lie detector of them all. Your 


presentations must actually look the values 
You must also 
facts so 


that you say they represent. 
place before the eye all of the 
that it may read and so that the mind may 
determine if the values are as visually rep- 
resented. 

Merchandise presentation has long been a 
science related to retailing. It 
now becomes something more than the mere 
display of goods. With the new era of self- 
selection retailing, we will expose more and 
must be exposed in 


successful 


more goods and they 
relationship to sales volume if turnover is 
to be sufficiently rapid on each item to avoid 
markdowns by reason of soilage, damage, or 
theft. We predict that theft will increase 
very, very little over the present rate and 
undoubtedly savings in selling costs will be 
so large as to make a tiny fraction of 1 per 
cent increase in theft a matter of minor con- 
After the war, we predict that the 
electric and other electronic devices 
will help greatly to police against theft. 
The “Cashier-Wrapper-Observer” is im- 
portant to any successful department or sec- 
tion employing self-selection. There are 
several types of these desks but in general, 
we recommend that the cashier be in uniform 
that she be elevated so that she can 
see a large area of People must 
bring their selection to this desk. However, 
in some departments — such as shoes - 
clerk will probably be taking care of six 
or eight customers and letting them do much 
of their own fitting and deciding after the 
one 


cern, 
eye 


and 
space. 


one 


style and size has been selected. No 
idea or method will serve all classifications 
of merchandise. Therefore, any retail store 
that wishes to make self-selection success- 
ful must deal open-mindedly with every de- 
partment and every problem and solve one 
at a time—and even then be ready to make 
a change if it seems advisable. By reason 
of this nation-wide interest and activity, 
retailing is certain to discover economies in 
distribution by which both consumers and 
retailing will benefit. 


- - 
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S-W Merchandising Program 
ls Outstanding 


An elaborate merchandising program for 
Sherwin-Williams Company’s “Quali-Craft” 
line of display and sign materials has been 
announced by E. B. Fitch, manager, display 
advertising materials division. As part of 
the plan, S-W’s “Display Guide for Spring 
and Summer, 1943” represents a more di- 
versified line than ever before and also lists 
every item in the company’s complete display 
line. The “Guide” contains fifty-eight color- 
ful pages. The book is said to have been 
designed with the customer’s convenience in 
mind. 

The full line of display materials is cov- 
ered in sample form by “The Display Mate- 
rial Portfolio,” with which most displaymen 
are already familiar. The sign supply cata- 
logue is a new feature of Sherwin-Williams, 
listing a wide variety of equipment in its 
forty-four pages. 

Bert Zahn is graphic arts sales manager 
for Sherwin-Williams’ store department, 
while Ray Tiede is merchandiser of display 
advertising materials. 


Indoor Advertising Seem 
Formed On Pacific Coast 

The Market Sales Service and the Market 
Display Service, of Los Angeles, have been 
acquired by Pacific Outdoor Advertising 
Company, of the same city; they have been 
combined into a new corporation known as 
the Pacific Indoor Advertising Company. The 
two former organizations had _ operated 
point-of-sale advertising in more than 800 
super-markets in California. The new com- 
pany will be under the personal control of 
Hal Brown, president of Pacific Outdoor 
Advertising, but will be handled as a sepa- 
rate organization with Hugh Marshall as 
president and C. W. Brown in charge of 


sales. 


Good Reception Reported 
For "Fabriforms" 


Great interest has been shown by the dis- 
play field in “Fabriforms,” a new display 
product of Dazian’s, Inc., according to that 
firm. The units are deeply embossed display 
blocks, covered with fabric and resembling 
upholstery. The company has prepared a set 
of miniature samples, together with swatches 
of available fabrics, which can be obtained 
by writing Dazian’s, Inc., 142 West 44th 
street, New York City. 








WAR CAMPAIGNS 
FOR MARCH 


The Retail War Campaigns Com- 
mittee, of which the Victory Display 
Committee is a part, has selected for 
the general theme for March, “Your 
Family’s Budget and the War.” The 
following display program is urged: 
March 1-6, Conservation of Food; 
March 8-13, “Victory Gardens;” March 
15-31, General Conservation Campaign. 
The campaign for War Bonds and 
Stamps will continue throughout the 
month, as in the past. 
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Dutch War Exhibit To Tour 
Department Stores 

The Dutch government in London, through 
its official information agency, the Nether- 
lands Information Bureau, has announced 
the appointment of Publicity Features, Inc., 
11 West 42nd street, New York City, as its 
official American and Canadian representa- 
tive for “No Surrender,” a display-exhibit 
depicting the anti-Axis fight of the Nether- 
lands people. 

“No Surrender” 
in department stores, it was made known by 
Irwin A. Shane, general manager ot Pub- 
licity Features. 


will be shown exclusively 


Six months of planning and preparation 
by war experts, artists, photographers and 
craftsmen went into the final construction 
of the exhibit, which was built for the Neth- 
erlands Information Bureau by the Diorama 
Corporation of America and Bliss Display 
Corporation. 

The war exhibit, which is available at no 
charge to stores which qualify, shows every 
aspect of Dutch participation in the war- 
from the Nazi invasion and the subsequent 
destruction of Dutch cities to the fierce de- 
fense of the Netherland East Indies. 

Prominent Dutch officials, assisted by local 
committees, will participate in the opening 
of the exhibit in each city. 

“No Surrender” is scheduled for the fol 
lowing stores: N. Snellenburg & Co., Phila- 
delphia; R. H. White's, Boston; J. N. Adam 
Company, Buffalo; F. & R. Lazarus, Colum- 
bus; Stix, Baer & Fuller, St. Louis; J. Gold- 
smith & Sons, Memphis; D. H. Holmes Com- 
pany, New Orleans; Gimbel Brothers, Mil 
Golden Rule, St. Paul; Frederick 
Seattle, and Bullock’s, Los 


waukee ; 
& Nelson, 
Angeles. 


Reyburn Turns Over Building 
To U. S. Government 


The building in which the Reyburn Manu- 
facturing Company, Philadelphia, has been 
housed for many years has been requisi- 
tioned by the United States government. 
While this act meant great expense to the 
company in removal to a new location, Rey- 
burn has expressed itself as complimented 
that the government should select its build- 
ing as needed for the war effort. After 
February 15 Reyburn will be operating at 
full capacity in its new plant at 16th street 


and Indiana avenue, Philadelphia. 


Displaymen Join 
New York Guard 


A number of local display managers and 
their assistants are now members of a com- 
pany that has been formed in the New York 
Guard, of the 9th Regiment, New York City. 
Meetings and drills are held two evenings 
weekly, while the facilities of the 14th street 
Armory are also afforded. Complete details 
can be obtained by New York displaymen 
from Gilbert Laurence, supply depot. ser- 
geant, Company F, at the Armory on Tues- 
day and Thursday evenings, or at his place 
of business, Madisonia Manikins, 795 Broad- 
way. 
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Have You \* 
Met Our 


3 SISTERS?” 





New They're just right for Your 

. ‘teen age garment is- 
a plays. Like all of our fig- 
igures ures they're smart, lively. 
Ready Now! and in step with today! 


DISPLAY MANNEQUIN, Inc. 


257 WEST 17th STREET NEW YORK 
CHICAGO: Smiley & Co., 234 S. Franklin St. 
MILWAUKEE: Midwest Manniquin Displays, 

843 N. Plankinton Ave. 
MONTREAL: Modern Display Fixtures, 
460 St. Catherine St., West 


SIZE DIVIDERS 


Round lumarith 
(non - inflammable 
celluloid) size di- 
vider. Cannot fall 
off the rack. Beau- 
tiful in appearance. 
All sizes carried in 
stock from 1 to 54, 
also half sizes. Ac- 
tual size of divider 
2%,” diameter. 


10e Each 
Fits any rack 


DISPLAY JOBBERS — Write for Discounts 


NATIONAL HANGER CO., Inc. 


545 Eighth Ave. New York City 














Armong aims he incor is noted fri city. 
FLEXO-ACTION ata hove he same mpi they 
cor take punishment ‘Try them on your next display 


SEARARAAGTONGCEL SRSA LATA 
MERKLE-KORFF GEAR CO. 


211 NORTH MORGAN STREET CHICAGO, ILL. 








Latest Stlle WIGS 


ALL TYPES—FOR MANNEQUINS 
Also Complete Line of Wiggers Supplies 


AT POPULAR PRICES 
ARRANJAYS WIG C0., New York city 


Telephone Chelsea 3-8341 
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[Continued from page 38] 
ings, plans, maps, models and continuous 
screen projection of color slides how Brazil 
is leading the Western hemisphere in mod- 
ern architecture. The exhibit is interesting 
both in its installation and in the content 
of the photographs. 

At the entrance to the exhibition a wooden 
map of Brazil is superimposed on an outline 
of South America painted on the wall. Pho- 
tographic aerial views of the Brazilian 
coastline border the wooden map. The walls 
of the galleries are painted in gay 
green and blue and pink; the enlarged gray 
photos are especially striking 
The beautiful foliage of Brazil 
is emphasized by the real potted plants 
placed around the floors. The plants are 
South American with exotic bright green 
and yellow leaves and purple and _ scarlet 


colors, 


and_ white 
against them. 


flowers. 

The central section of the exhibit is de- 
voted to Brazil’s great contribution to mod- 
control of heat and 
“sun-breaks,” rather 
artificial 
blinds. 


ern architecture: the 

light externally through 
than internally through expensive 
air cooling or inadequate Venetian 
In this section actual samples are shown of 
the principal types of Brazilian sun-breaks, 
especially wooden louvers which may be 
fixed or movable, vertical or horizontal. They 
are very decorative in the museum where 
the sun comes in through the glass window 
to fall through the 
shadows 


overlooking the garden, 
bright blue sun-breaks and cast 
on the floor of the gallery. Philip 
win, noted New York architect who spent 
several months in Brazil making a survey 
for the exhibition, sun-breaks : 
“North America has blandly ignored the en- 
tire question (of control of heat and glare 


L. Good- 


says of the 
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on glass surfaces). Faced with the sum- 
mer’s fierce Western sun, the average office 
building in the United States is like a hot- 
house, its double-hung windows half closed 
and unprotected. The miserable office work- 
ers either roast or hide behind airless awn- 
ings or depend on the feeble protection of 
Venetian blinds —feeble because they do 
nothing to keep the sun from heating the 
glass. 

“As developed by the modern architects 
of Brazil, these external blinds are some- 
times horizontal, sometimes vertical, some- 
times movable, sometimes fixed. They are 


called ‘quebra sol’ in Portugese, but the 
French term ‘brise-soleil’ is more generally 
used. 


“In no case has the sun-shade been more 
successfully integrated with the architecture 
than in the Ministry of Education and 
Health. The cool south side exposes its wall 
of double hung sash without protection. On 
the north, however (the sun in Brazil comes 
from the north), the floors, reduced to thin, 
concrete slabs are cantilevered out to about 
4 ieet in front of the window face. Similar 
vertical divisions, spaced 4 feet apart, divide 
the facade into a gigantic egg-crate of rec- 
tangular shapes. The upper part of each 
rectangle contains three horizontal louvers 
of asbestos in steel frames—all three regu- 
lated by a crank inside the building. The 
blue-painted louvers can be turned with the 
movement of the sun, admitting plenty of air 
yet keeping out all direct sunlight and re- 
ducing the glare to the most desirable 
amount of reflected light. As the small blue 
planes are moved to various angles in the 
different parts of the building there is a 
charming variety of light and shade.” 

The exhibition also shows some of the 
blue and white tiles with the designs used 











—"You're putting too much merchandise in your sale windows, Jackson. 
We need that dress in stock!''— 
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by Portinari, Brazil’s leading modern painter, 
in the gigantic mura! in tile he designed 
for the Ministry of Education and Health 
building. 

The photographs of the beautiful govern- 
ment buildings in Rio de Janeiro might be 
said to take on special significance today 
with the completion of the Pentagon building 
in Washington. The Pentagon building is 
the largest office building in the world, yet 
like all the other buildings in oe 
it is imprisoned by its false “Federal” class- 
icism, and Brazil remains what ieewed 
calls the only capital city with “the courage 
to break away from safe and easy con- 
servatism.” 


DECOR WHILE DINING 


A new night spot is all the talk this win- 
ter, and chiefly because of its entrancing 
decor. It is the Casbah, “a restaurant and 
club” that will accommodate some 200 pa- 
trons, located on Central Park South. It is 
fashioned after a “fabulous Algerian tent.” 
The tent (which is the main dining room) 
is approached through a darkened corridor, 
lined with Oriental palms, lighted with red 
lights, and lined with walls of imitation 
quartz. Standing in the doorway one looks 
down into the interior of a tent, and out 
into a desert night where stars are twinkling 
and lamps are glowing on what seem to be 
the tables on the terrace. The walls of the 
tent are of honey-colored beige material 
which falls in soft folds from the ceiling. 
Sewed to the material are thin stripes of a 
metallic material in eight bright Algerian 
colors that add a great deal of glitter to the 
room. Also hanging from the ceiling are 
fancy golden ropes with huge tassels, and 
two Oriental lanterns 4 feet high. The pre- 
dominant colors in the room are sand-yellow 
and orange-red. 

The room that gives the out-of-doors effect 
“the blue room.” It has walls cov- 
dark blue felt. Pasted on the 
of silver metallic 


is called 
ered with a 
felt are vari-sized circles 


paper which catch the light and give the 
effect of starlight. A canopy is extended 


over the tables from one wall, formed of 
gaily striped poles and fringe. There are 
tasseled poles in the main room, too, of 
natural wood painted in bright colors. The 
lighting throughout is very subdued and the 
general tone is one of quiet intimacy. The 
designer is Franklin Hughes, who is well 
known for his clever decor for the Cafe 
Pierre and the Monte Carlo. Max Cassavan 
is the noted European night club impresario 
who is responsible for the Casbah. It is 
creation throughout, from the tent poles to 
the carefully selected band which plays un- 
obtrusive musical selections, to the menu 
which include such dishes as kaky ketaby, 
kus-kus, and massaka Egyptienne. (P. S. 
The definition lies in the eating.) 


Change Of Address 


For Timbertone 

Henry J. Ramsey, Timbertone Decorative 
Company, Inc., announces the firm’s removal 
to enlarged display and manufacturing quar- 
ters occupying an entire floor at 15 West 
24th street, New York City. The new loca- 
tion enables the company to increase its 
facilities for 
papers. 


producing decorative display 
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VALANCE 
DRAPE 


3 DIMENSIONAL, SCULPTURED 
MOULDED FABRIC UNIT 





a 
15° square covered in Seal- 
sspmenpanee tex Velvet. Used either as 
CAN FILL valance or continuous drape. 
EVERY Ideal for Valances, Back- 
grounds, Panels, Interiors, etc. 
DISPLAY Colors: Red, Pink, Yellow, 


American Beauty, White, 
NEED Peach, Spring Green, Ivory, 
Royal Blue, Turquoise, Gold. 


" PRICE $9 25 each 





4 
FABRIC CORPORATION. 
Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


Los Angeles 
819 Santee St. 


St. Louis 


Chicago 
915 Olive St. 


6 E. Lake St. 








SHOWCARD BOARDS 


BUY DIRECT AND SAVE 


F. D. GOODLANDER, Manufacturer 
WABASH, IND. 
Samples and Prices upon Request 








LIVE CACTI 


AND DRIED DESERT FOLIAGE 
FOR WINDOW DISPLAYS 


MUSEO DEL DESIERTO 


P. O. Box 851 Palm Springs, Calif. 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 


314 N. Eutaw St. Baitimore, Md. 








USE THE 
OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 

DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 

















| the grocery department. 


| your basket here.” 
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Southern Display Center 
Established By Browder 

E. Preston Browder, for many years in 
the display business at Buffalo, N. Y., has 
discontinued operations in that part of the 
country in order to open the Southern Dis- 
play Center at 120 South Poplar street, Char- 
lotte, N. C. He reports that the firm now 
has one of the finest showrooms in the 
country, with 10,000 square feet of space in 
the heart of the city. 


Assistant Display Manager 
Retires At Filene's 

For the past twenty-five years with Wm. 
Filene’s Sons Company, 
Coulter has retired as assistant display man- 
ager of that firm. He is regarded as one 
of the nation’s foremost experts on United 
States military and naval history and on 
the history of the flag. 


Leona Neidert Named 
For Interior Displays 

The appointment of Leona Neidert, for- 
merly assistant buyer of jewelry, neckwear 
and bags, as fashion coordinator of interior 
displays has been announced by E. W. Ed- 
wards & Son, Rochester, N. Y. Bert Grover 
is in charge of display for Edwards & Son 


MANHATTAN DISPLAY SCENE 
[Continued from page 9] 


of mauve tone and forming the “sidewalk,” 
pairs of shoes which represent customers 
are placed as if going to and from the store. 
The first window in the series used a num- 
ber of delightful cartoon drawings depicting 
the dowager and family scooting to Bloom- 
ingdale’s via a child’s little express wagon 
drawn by a dog; by skates, bicycle, or wheel- 
barrow—any way, apparently, to get there; 
one card gave the number of convenient ways 
by city lines to reach the destination. 

In keeping with the trend for expediting 
sales in these days of war economy programs 
which include manpower shortage, 
has installed a “Rapid Service” square in 
At three strategic 
spots in the department, a large bin designed 


soston, George S. | 


Macy's | 
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TIMBERTONE 


_DECORATIVE COMPANY, INC. 


cA nnounces 


@NEW LOCATION 
@ADDED FACILITIES 
@EXPANDED SERVICES 


Timbertone products have 
been amazingly well re- 
ceived by leading depart- 
ment and chain stores 
throughout the country. 
Frankly, we were not pre- 
pared or equipped to han- 
dle the caeae of orders 
for Timbertone structural 
papers. We needed more 
space, facilities and man- 
power in a hurry. Now 
we've got what it takes to 
handle any order or request 
the moment it's received 
from the new location of — 


TIMBERTONE 


DECORATIVE COMPANY, INC. 


15 W. 24th St., N.Y.C. 


TIMBERTONE’S New line of 
paper veneers includes STONE 
with GRASS and BRICK with 
GRASS for most effective dis- 
plays. See your Jobber for 
samples and prices. 


as a market basket holds quantities of the | 


regulation size market baskets, each con- 


veniently having two handles so they can be 


slipped over the arm. Painted bright red, 


the baskets have definite color appeal. Card | 


copy with these basket units give the fol- 
lowing messages—‘Save Time. ... Serve 
Yourself. ... 1. Piek up a Basket... Z 
Serve yourself from shelves and tables. ... 
3. Take your groceries to the cashier-wrap- 
per.” Also, “Save Time. ... Serve Yourself. 

. Carry your groceries home... pick up 
These explanatory cards 


| are spaced about the large “Rapid Serv- 
| ice Desk,” where the baskets are emptied, 


contents wrapped and paid for. This four- 
square desk which centers the department 
is painted green; the overhead unit sus- 
pended from the ceiling is also painted green 
with the large cut-out letters of wood painted 
red. The red star, the store’s symbol, is 


| spaced between the two words—“Cashier- 


| Wrapper.” 


The setting is well lighted and 


| is proving very popular with the customers. 
The set-up is not illustrated here. 














PATRIOTIC VALANCE SWAG 


Four Tassels to Each Yard of Rope 


$1.00 per Yard—Any Quantity 


Immediate Delivery—-Sample on Request 
PRICE FABRICS CO. 
636 Broadway New York City 








DISPLAY 
MANNEQUINS REFINISHED 


No long waiting — Send your 


wigs to be repaired and cleaned 


MANNEQUIN REFINISHING SERVICE 
5851 EASTON AVE. ST. LOUIS, MO. 
Elmo S. Reardon 














@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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Opportunity Exchange 
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FEBRUARY, 1943 
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I’LL REPRESENT YOU IN 
SOUTHERN CALIFORNIA 


Former display director—good salesman 


sound promoter—knows all displaymen 
in Southern California area. Will repre- 
sent one or more display house, display 
service, etc., assuring intelligent contact. 


LES L. FINKLE 


1109%4 So. Ogden Los Angeles, Calif. 


WINDOW DISPLAY 
ASSISTANTS 


We need two men, preferably one young 
man and one past 45 years of age. Write 
all about yourself, state draft status and 
salary wanted. Write to 


Personnel Office 
HENS & KELLY 


Buffalo, N. Y. 





FOR SALE 


CUT AWLS— Ten late 
models. Slightly used, car- 
rying cases. Available in- 


spection 330 W. 34th St., 
New York City, Room 
602. J. C. Penney Co. 








WANTED 


Combination displayman, cardwriter and 
advertising man. Give age, experience, 
reterence and salary expected. Steady 
employment. 


LIPPMAN’S, Hibbing Minn. 





CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, III. 








WINDOW DISPLAY MANAGER WANTED 
For large department store in Middle West. 
Man capable taking entire charge of depart- 
ment; splendid opportunity, permanent position. 
Salary $75.00 week. State experience, age, etc. 
Confidential. 
Address “W. M.” 
Care DISPLAY WORLD 








DISPLAYMEN BE ARTISTS 


Learn by mail how to make your own pictorial 
Posters, Cut Outs, Dioramas, Accessories, Back 
grounds, ete. Our Practical, exclusive, $25.00 
Correspondence Course and = Scholarship only 
FIVE DOLLARS to profession, if you enroll 
NOW. ENKEBOLL SCHOOL OF ARTS, 
Enkeboll Bldg., 27th and Fort Sts., Omaha, Neb. 


WANTED 


Second-hand cutawl or a Martin cutter. 
DISPLAY MANAGER 
Care The O’Brien Co. 
122 S. Main St., Fond du Lac, Wis. 











how to make 
simple easy signs and price cards in 6 months; 
must practice 15 minutes daily; for window 
dressers, clerks, store owners, beginners; course, 
35c, copyr.; personal instructions by mail, too. 


g. jentzen 


11 columbia ave. jersey city, n. j. 














DISPLAYMEN 
SHOW CARD LETTERERS 
Render a better service. Do it easier, 
quicker, more beautifully! And earn more 
money, 
See advertisement page 35 


TERRITORY OPEN 


Eastern manufacturer of quality line of popular 
priced, lightweight mannequins” seeks — sales 


representatives. Attractive commission. Re 
peat business. A real opportunity. State ter- 
ritory. 


Address “E. A.” 
Care DISPLAY WORLD 








WANTED — Window trimmer and_ cardwriter 
thoroughly experienced in men’s clothing and 
furnishings. Must have selling experience. 
Jutstanding store in Tidewater Virginia. Ap 
plicant will please state age, whether married 
or single, and enclose a_ photograph. 
Address “S. Q.” 
Care DISPLAY WORLD 








Home Study 
“LESSONS IN WINDOW DISPLAY” 


A low priced, practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 


WILL H. BATES, Box 101, Ellsworth, Il. 


ARTIST 


Layout, design of display and direct mail 
material. Midwestern firm. State salary, 
age. 
Address “P; C.” 
Care DISPLAY WORLD 








DISPLAYMAN WANTED 


Knowledge of air brush, flock gun, backgrounds 
and signs. Two display windows, also inte- 
rior display. Complete display equipment avail- 
able. Salary $40 (equal to $75 in the city). 
Apply or write 
JOS. NEY & SONS 
Harrisonburg - - . Virginia 








WINDOW TRIMMER AND 
SHOW CARD WRITER 
Married man preferred. Write, giving 
complete experience and = qualifications. 
B. NEY & SONS 


Harrisonburg - - - Virginia 





WANTED 


A window trimmer and display man or 
woman for dry goods store. Give age, 
experience, reference and salary expected. 
C. W. PATTERSON & SON 
Findlay, Ohio 





DISPLAY SERVICE FOR SALE 
Long-established trim service in large Western 
city consisting of high-class shops; income over 
$400 per month. Must be high-class man capable 
of handling all types of merchandise. $1,500 
cash—full price. 

Address “CONFIDENTIAL” 
Care DISPLAY WORLD 

















WANTED 


Assistant Window Displayman for high 
type men’s and women's apparel store. 
Apply by letter to 
R. K. PUGH, SELBER BROS., INC. 
Shreveport, La. 








Display Man Wanted 


Displayman and cardwriter. Must be capable. 
Permanent position. Salary $50.00 and over 
depending on ability. Forty miles from Pitts- 
burgh. Reply giving full details. 


Address “C. A.” 
Care DISPLAY WORLD 














ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 
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WAR WORK FOR THE STUDIO 
[Continued from page 22] 


Authentic, authorized description and as- 
sembly sheets are included with each model. 

Another type of war work, although not 
done primarily for the government, is repre- 
sented by the destroyer pictured with this 
article. It is the first model of its size ever 
to be exhibited on a city’s public square. 
Done on a scale of 1 foot to 6, fitted with 
gun turrets, blinker lights and all other top- 
side necessities, the destroyer stands at an- 
chor on Cincinnati's Fountain Square es- 
planade. High-ranking naval officials at- 
tended her dedication, at which time she was 
christened the “Victory.” The money for 
the ship’s construction was donated by one 
of Greater Cincinnati's leading industrial- 
ists, and members of the Greater Cincinnati 
Citizens’ Navy committee contributed funds 
for the dedication ceremonies. 

The entire structure was built of wood and 
“Masonite.” The hull and the lower section 
of the ship house two rooms, approximately 
8 by 20 feet; one is used for navy recruiting, 
the other for the sale of War Bonds and 
Stamps. The destroyer will remain on Foun- 
tain Square for the duration of the war. 

It should be mentioned that the idea of 
the “Victory” was conceived by the local 
navy recruiting commander and was exe- 
cuted with the needed help and guidance of 
an authority on the subject of destroyers. 

All this naturally brings up the question: 
What's to prevent the small display studio 
from carrying on and doing its part in help- 
ing reach the goal of victory? The display 
studio is, perhaps, as far away from actual 
productive accomplishment in the war effort 
as anyone would have dreamed—but our ex- 
perience has demonstrated most convincingly 
that it can be of service to the nation in 
time of war. The little plant can share in 
victory by doing its share for victory. 


From Our London 
Correspondent 


Our London reporter writes: “In the Min- 
istry of Food displays at Portman Square, 
use is being made of big sheets of plate 
glass to produce background panels. These 
panels are painted to designs in attractive 
colors, and even giant photographic enlarge- 
ments are applied behind. When finished 
with, the glass can be cleaned and a new 
design produced. 

“Erica, the family to which heather be- 
longs, has been used as a base of a new 
wallboard and, according to experts here, 
there is comparatively little that the new 
substitute can not do as well as ordinary 
boards. 

“A colossal war savings drive commences 
on March 5 and continues for four months. 
The campaign will be opened in Greater 
London, which embraces the metropolitan 
horoughs, the county of Middlesex and six 
ssex towns adjacent to the capital. 

“The theme will be ‘Wings for Victory,’ 
and every form of publicity, including dis- 
play, will be used. It is hoped to get the 
use of a very large number of windows, and 
about forty exhibitions will be organized at 
the same time. In London, Trafalgar 
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Square will be the center, and will be more 
spectacular than ever before. A maximum 
of pageantry and display is being aimed at, 
and a huge parade will be a striking fea- 
ture. 
“*Potato Pete, ‘Private Scrap,” and ‘Com- 
mando Cutout’ played the principal parts in 
the drama of propaganda through display 
in London last month. The respective pro- 
ducers were the Ministry of Food, Ministry 
of Information (for Ministry of Supply), and 
the Waste Paper Recovery Association. This 
idea of personifying the appeal or the sub- 
ject by the creation and frequent intro- 
duction of a quaint character into the dis- 
play is a relatively new departure in govern- 
ment showmanship, and constitutes another 
important step forward in the direction of 
making the public first display conscious 
and then display receptive. 

“The Potato Publicity Bureau, which is 
virtually a department of the Ministry of 
Food, has recently featured the bucolic and 
rotund figure of their jovial hero in full- 
page advertisements in the fruit and vege- 
table trade press, in conjunction with repro- 
ductions of retailers’ windows. A prize of 
£5 5s is being offered weekly for two prints 
of a photograph of what the PPB consider 
the best selling display of the week. In ad- 
dition to this, one guinea is paid to retailers 
for each photograph submitted, providing it 
is of a genuine potato display. 

“So here, vou see, is another development 
in the government sponsorship of display, in 
the form ot tangible and financial incentive 
to retailers to use their windows to best 
advantage. This scheme encourages them 
simultaneously to improve the standard of 
their displays and tie up with the season- 
able propaganda put out by the Ministry 
concerned. 

“*Private Scrap Goes to the Front’ was 
the legend writ large in red and blue letters 
over the proscenium of what might be de- 
scribed as the Charing Cross display theatre. 
And ‘Private Scrap’ himself, a grotesque 
robot made of scrap metal, was superimposed 
on the lettering. His whimsical figure 
popped up in unexpected places in this Sal 
vage exhibition as a forceful reminder to 
visitors that they were not there merely for 
free entertainment. 

“*Paper in Battledress, an exhibition pre- 
sented by the Waste Paper Recovery Asso- 
ciation at the Ford Company's showrooms, 
in London's Regent street, had a three-day 
Sufficient 
interest was shown to justify a longer run; 


run at the Savoy some time ago. 


accordingly it was opened in December to 
give a larger public opportunity for seeing 
the economies that can be made in paper 


uses.” 


Berg Leaves Williams 
To Join Navy 

Philip Berg, associated for the past ten 
years with the manufacturing and sales divi- 
sions of Jas. B. Williams, Inc., 498 Seventh 
avenue, New York City, has joined the navy. 





Detroit Club Meeting 
Set For |8th 

The Detroit Display Club will hold its 
regular monthly meeting on February 18. 
R. C. Kash, editor, DISPLAY WORLD, will 
be the speaker. 





| 
| 
| 
| 
| 
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MILEO 


STYLIZED 


MANNEQUINS 


ALL SIZES 
ALL TYPES 


Visit Our Studio 
or Write for Photos 


* 


P. C. MILEO 
7 WEST 36th ST. 
New York, N. Y. 


Just off Fifth Ave. 

















Put Subtle Humor 
In Your Displays 


With This Fine 
Pair of Satyrs 


Particularly suit- 
ed for Spring, 
Summer Garden 
Display, and Fall 
Festival. 


Height overall, 
77": width 10" x 
10". Price $30 
each—$55 a pair. 


Heads only, 20" 
high and 10" x 
10°—$15 each— 
$27.50 a pair. 
Prices F. O. B. 
Chicago. 


Finished in White 
or Stone Color; 
durable composi- 
tion, light in 
weight; prompt 
shipment. Cata- 
logue upon re- 
quest. 


CHICAGO STATUARY CO. 
55 E. WACKER DRIVE, CHICAGO 

















For Victory 
Buy U. S. War 
STAMPS and BONDS 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


{j Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
] Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
| Cardwriters’ Materials 
] Color Lighting 
Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
] Display Furniture 
] Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Foils 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
| Invisible Glass 
Lacquering Outfits 
-] Lamp Coloring 
] Lithographed Displays 
Mannequins 
Mouldings 
Metal Sheets 
] Millinery Heads 
Motion Displays 
Motion Mechanisms 
_] Natural Foliage 
Pageants & Exhibits 
Paper Sculpture Displays 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
) Socks—Window 
Show Cards 
Show Card Colors 
) Show Cases 
(_] Show Case Lighting 
| Signs—Card Holders 
| Signs—Brass—Bronze 
[] Signs—Electric 
[] Sleeve Forms 
| Stencil Outfits 
{_] Stock Posters 
[}] Store Designing 
(] Store Fronts 
) Tackers 
] Time Switches 
[] Turntables 
[) Valances 
[) Wall Board 
|] Wigs 
(}) Window Lighting 
| Do you wish a copy of their catalogue ? 
Do you plan to remodel your store soon? 
Do you plan to build a store soon? 
MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 
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FEBRUARY, 1918 

John FE. Lang resigned as display man- 
ager for Mabley & Carew, Cincinnati, to 
take charge of display for The Fair Stores 
Company, of the same city. 

Jean McKeehan joined Renberg Clothing 
Company, Tulsa, as display manager. 

Carl Goettman, for twenty-five years with 
Joseph Horne Company, Pittsburgh, in dif- 
ferent capacities, was placed in charge of 
display. 

The Grand Rapids Display Men’s Asso- 
ciation held a dinner meeting at which the 
toastmaster was P. W. Hunsicker, secretary 
of the International Association of Display 
Men. The speakers included T. Guy Duey, 
Wurzburg’s; L. J. Manne, The Boston Store; 
Fred Vander Vries, Houseman & Jones; B. 
A. Smith, Giant Clothing Company, and J. 
H. Eiff, Herpolsheimer’s. A collection of 
window displays on stereopticon slides was 
shown. 

Display managers for their respective 
stores at this time were: Bert Smyser, Stone- 
Fisher Company, Tacoma; Harry Hoile, 
Loveman, Joseph & Loeb, Birmingham; Roy 
Heimbach, Clark Brothers, Scranton; Wal- 
ter E. Zemitzsch, Famous & Barr, St. Louis; 
H. H. Tarrasch, F. & R. Lazarus Company, 
Columbus, Ohio; J. B. Schooler, Davidson 
Brothers, Sioux City; J. F. Bronsing, Bry 


Block Mercantile Company, Memphis; Ben 
Millward, Mannheimer Brothers, St. Paul; 
L. A. McMullen. Eastern Outfitting Com- 


pany, Portland, Ore. 


FEBRUARY, 1933 


W. L. Stensgaard & Associates, Inc., Chi- 
cago, announced the opening of a New York 
office under the direction of H. D. Barber, 
vice-president. 

Atlanta displaymen formed a local club 
with the following officers: Harry Hoile, 
Regenstein’s, president; Edgar Lieberman, 
Rich's, vice-president; Eli Cherkas, Ed- 
ward's, secretary-treasurer. 

Harry Schoenlaub resigned as_ display 


manager for the Alms & Doepke Company, 
Cincinnati, in order to join the display staff 
of the Kroger Grocery & Baking Company, 
of the same city. 

Sidney Sullivan, publicity director for L. 
S. Ayres & Co., Indianapolis, was placed in 
charge of display for that company after the 
resignation of J. R. Patton, who had been 
with Ayres for seventeen years. 


International Register 


Awarded "E" 


For production of war products in quanti- 
ties above and beyond expectations, the 
Army-Navy “E” award was presented to the 
employees and officials of the International 
Register Company, Chicago, early this month. 
Presentation of the flag was made by Lt. Col. 
George V. Rountree, representing the army. 
The navy representative, Lt. A. L. Griswold, 
gave token “E” pins to a group of employee 
representatives. The color guard was fur- 
nished by the U. S. Marine Corps. 


FEBRUARY, 1943 
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4\ T is not pleasant to have your peaceful life upset by wartime needs and 
45 restrictions and activities. ...It is not pleasant to die, either....Between you who live at 
4 
” home and the men who die at the front there is a direct connection....By your actions, 
- , definitely, a certain number of these men will die or they will come through alive. 
47 ; ; : ; 
If you do everything you can to hasten victory and do every bit of it as fast as you 
17 ; ; 
can...then, sure as fate you will save the lives of some men who will otherwise die because 
39 you let the war last too long.... Think it over. Till the war is won you cannot, 
43 
in fairness to them, complain or waste or shirk. Instead, you will apply every last ounce of 
31 
your effort to getting this thing done....In the name of God and your fellow man, that is your job. 
39 
45 
fer 
BY HIS DEEDS. ... 
41 
45 
MEASURE YOURS 
43 
47 
31 
45 
39 
43 
39 
19 
46 
45 
a7 
21 
The civilian war organization needs your help. The Government 
33 has formed Citizens Service Corps as part of local Defense Councils. 
23 
If such a group is at work in your community, cooperate with 
er 
| it to the limit of your ability. If none exists, help to organize one. 
A free booklet telling you what to do and how to do it will be 
31 
- sent to you at no charge if you will write to this magazine. 
25 This is your war. Help win it. Choose what you will do — now! 
4\ 
‘ EVERY CIVILIAN A FIGHTER 
39 
— CONTRIBUTED BY THE MAGAZINE PUBLISHERS OF AMERICA 








A worthy companion for the familiar Quali-Craft Display 
Guide, is the brand new Sign Supply Catalogue. This fully 
illustrated feature contains all equipment required by sign. 
writers and is sure to be a welcome adjunct to the many 
S-W services for the display advertising profession, 


FOR THE FOR THE 


Brushes of all kinds, card and mat Silks and organdies, squeegees, 
boards, poster papers, knives, and stencil films, photographic mate 
a host of other items. rials and all other Process supplies, 


FOR THE FOR THE 


Gold leaf, smalez, brushes, tools Decorative finishes, stapling ma 
of all kinds, and, in short, every chines, cutters and other equip 
item used in sign painting. ment for display construction 


Il the many items illustrated and described in the Quali- 
-_ Craft Sign Supplies Catalogue are available through your local Sherwin- 
j ' Williams store or Quali-Craft distributor, who will also gladly supply 
REM EM B E Re. you with a copy of the catalogue itself. Of if you prefer, you can secure 
S-W Has Another ' ‘Catalogue an advance copy by merely using the coupon below. 
Especially Designed For 
DISPLAYMEN 
The Quali-Craft Display Guide for Spring 
and Summer, '43 is “chuck full” a new 
ideas and materials that 
\ will be of interest ba aad 
oat isplayman, This hand- Name Address 
$ a) new" feature is also 
M yours free for the 
Just indicate your wi Gj ~ 
on the coupon contained ity State 
in this ad and it will be 
granted post haste. [] SIGN SUPPLIES CATALOGUE susan @ Wisiat 
(}] DISPLAY GUIDE 7) 


THE SHERWIN-WILLIAMS Co. 
101 PROSPECT AVE. * CLEVELAND, OHIO 
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THE SHERWIN-WILLIAMS Co. fase”? 
GRAPHIC ARTS AND DISPLAY DIVISION: 
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